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WHEN SHOULD A MAILING PIECE WEAR A COAT? 


Ever wonder whether or not to use a coated faster. That’s why it’s so important to talk 
paper for a mailing piece? It can give a with him before you start work on any 
mailer a quality look. On the other hand, it mailing piece. 

may be too costly for your budget. 


You'll like working closely with your printer, 
Your printer, lithographer, or screen processor lithographer, or screen processor. We know 
can give you the answer. He’s a storehouse because we’ve done it for years in bringing 
of information and ideas. Because of his wide them the quality papers they need to serve 
experience, he can help you avoid pitfalls, you best—the most complete line in the world! 


help you save money and get your job out The Mead Corporation, Dayton 2, onion 
. a ~— _ _ eee = - — 
e 


Sales Offices: Mead Papers, Inc., 

118 West First Street, Dayton 2, 

Ohio - New York - Chicago + Boston 
Philadelphia - Atlanta 
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Projector makes points 


Workers at Esterbrook Pen Company’s 
Mexican plant don’t speak a word of 
English. But they are taught to make 
pens by watching job training films 
shown to best advantage on RCA 
16mm Sound Projectors. Esterbrook 
relies on RCA Projectors for superior 
results for more than 100 films used 
in Denmark, France, Venezuela, Eng- 
land, and Canada. 


Your show—whether it’s for training 
like Esterbrook’s, or for safety, selling 
or public relations—will come off per- 
fectly on an RCA Projector. Depend- 
ability is designed into the machine 
through such advances as the long-life 
induction motor, the special “Stellite’* 


*Reg. Tmk. of Union Carbide & Carbon Corp. 
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steel pull-down claw, which engages 
film gently without wearing, large di- 
ameter, 16-tooth sprockets for safe- 
guarding film by distributing tension 
over a larger film area, precision “float- 
ing” film guides to caress the films at 
pressure points. Fewer and _ slower- 
moving parts keep operating purr from 
distracting the audience. Thread-easy 
film path and simplified controls allow 
novices to run RCA Projectors with 
professional results. 


about pens 


See proof of RCA Projector simplicity 
and efficiency. Call your RCA Audio- 
Visual Dealer and ask him to bring a 
projector to your office. He is in the 
Classified Telephone Directory under 
“Motion Picture Equipment and Sup- 
plies.” From him, or by writing Radio 
Corporation of America, Dept. R-283, 
Building 15-1, Camden 2, N. J., you 
can quickly obtain a free copy of the 
very interesting film planning book, 
“Films ... Projectors . . . Ideas.” 


RADIO CORPORATION of AMERICA 


Audio-Visual Products, Camden, N. J. 


Tmk(s) ® 





Just Caluttn Us 


Display’s The Thing 


The old "Life" humorous magazine, which passed from the scene shortly 
before today's "Life" made its appearance in 1936, developed a phrase for use 


in its subscription promotion which became widely popular and frequently 
quoted: "Obey that impulse !" 


The psychological principle on which that suggestion was founded--that many 
favorable impressions are stored in the mind, waiting only for some suitable 
occasion to trigger action--is the chief reason why point-of-purchase advertis- 
ing is so powerful in today's merchandising programs. 

National advertisers do a great deal to build brand acceptance in the minds 
of customers by a wide variety of promotion--newspaper and magazine advertis- 
ing, television and radio programs, outdoor posters, etc. The most this adver- 
tising can accomplish is to make the housewife say to herself, "I would like to 
try that product." The next step necessarily comes when she sees the familiar 
package displayed in the store, with a point-of-purchase advertising piece re- 


peating the basic sales argument she has seen in a publication or heard on the 
air. 


That is why she is likely to "obey that impulse" and convert the favorable 
advertising impressions already received into action--in this case the hand 
reaching for the product on the shelf, or the positive word to the salesperson, 
asking for the brand by name. That is the final step in the merchandising 
process for which all the other activities referred to were merely the prepara- 
tion. 

That is why the Point-of-Purchase Advertising Institute can say to the ad- 
vertising world with conviction born of experience, "Display's the thing!" 


= 


G. D. Crain Jr. 


Publisher 


ADVERTISING REQUIREMENTS 


ADVERTISING REQUIREMENTS published 
monthly by A dive rtising Publications Inc 
hicago 11 


TISING 
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TABLE © 
COMBINATIONS, SsSiaGaNS April 1957 
COURSE... 


—- ROADSIDE 


The Story Behind the Pillsbury Bake-Off ............... 


Behind the scenes at one of the nation’s most successful 
promotions, now in its ninth year. TED SANCHAGRIN 


of STEEL 
and ALUMINUM 


Any style or size sign you mey went, we con furnish: Premuciam @ Spectecwler Wears 2. ccc cece ccccccce 
Signs are silk screen processed 


on steel or aluminum. Paint Pillsbury and six other national advertisers cooperated to 
enamels used are made to 


GRACE specifications and are produce this 14-page insert in “Better Homes & Gardens.” 


PRE-TESTED for weather re- 
sistance. This means GRACE 
Signs afford a longer service life 


PLAIN OR REFLECTORIZED 


GRACE Signs are available in baked enamel finishes or 
reflectorized with *SCOTCHLITE areas aie. Any adman can profit from the systematic procedures de- 
, and sell— night and veloped by Los Angeles agency Stromberger, LaVene, 
day ' Over 40 years of ae es eel aie —— » . 
iceip line tadh sence McKenzie. The first of a series of excerpts from a pro- 
Sign produced by cedure manual. 
GRACE 
*Reg. Trade Mark, 
Minnesota Mining & 
Manufacturing Co., St. 
Paul, Minnesota. 


Handling Advertising Effectively: Part | .............. 


Beale Gabe OW FU 2c we ct ce cee cee rer eccesecss 


The first in a new series — The AR Adman’s Handbook. 


FARMERS IMPLEMENT co. In compact reference form, these handy pages will be 


used often. 
MOLINE ,ILL. 


=r i —— 


SIZE — Emblem 4’ x 5’. Base sign, 3’ x 10’. 


Hallmark’s Daily Newspaper ......... 


Many companies issue employe house organs, but Hall- 
mark is one of the few which issues a daily newspaper 
to its staff. MILprReD WEILER 


Seer Gp See Ge Ee SUD ok eee eeseereeeeeeess 


aan s a nao Some practical advice on the potentialities and dangers of 
—4' x 3’, remov- —-4 xd, a ‘ ss 
ciie dentenaiie this useful promotional device. Wat SEIFERT 


= 


ATRULY FINE pie. . 
PALE BEER es New Dimensions for Point-of-Purchase 


A detailed report, based on an extensive survey con- 
ducted by AR and POPAI, which reveals some important 
facts about this extensive medium. Dick HopcGson 


aie ei 
SIZE— Sign, 4’ x 8’, with 4-color halftone of Six Reasons Why Point-of-Purchase Advertising is a 


WE DESIGN YOUR SIGN IF YOU WISH Necessity 


pag ery nga The advertising manager of Standard Oil (Indiana) gives 
submit a color sketch for your ap- the results of his experiences. WEsLEY NUNN 
proval. There are no obligations. 

SEND FOR CATALOG 

IN FULL COLOR 


RACE Ah Trends in Advertising Typography ............-+.+++6. 


MFG. CO 


ST + $T LOUIS 18, MO The fifth of this series uncovers some trends that seem 
disconcerting and regressive. A. RayMoND HOPPER 
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CONTENTS 


Volume 5 © Number 4 


How to Show Films by Mail 


2 © 6.6 8 Oe e+ OO 26, Oe. Fo 8.4 0-0 + 6 @ 8 oe 


Pemco Corp., Baltimore, jumped its film bookings 700°, 
by using the mails for its promotion. THomas Hook 


General Electric Produces a 3-Minute Spectacular ........ 


The backstage story of the production of a live commercial 
that reached more than 30,000,000 people. 


Pau. R. HEINMILLER 


SCS  D-Rwae GOIN oon vk cee sve eeewectes 


Reaching customers, dealers and distributors in one cam- 
paign is a tricky matter, but here’s how it can be done. 


Advertising Specialties Get ‘‘Hello Girls” .............. 


The N. Y. Telephone Co. uses advertising specialties as a FULLY INFORMED 
key part of its recruiting campaign. GrorGE MEREDITH 
with the 


“Know How’ 


gg PPT TTTE TTT CLT LT 


Advertising art has many more uses than simply for space, 


as Fairchild has found out in its campaign for the F-27. Whatever your photo-engraving 


problems may be, the 
Horan representative visits 
Making Tags Sell for You ..........-2.+222408- 


you with the information 


and the Know-how to resolve 
A checklist of 25 points to help you design tags that will 


them, to simplify and make 
take over a greater part of the selling task. HARRISON YOUNG 


them easy. 


Backing him is Horan’s 
record of dependability, a 
Departments record that is the result of 


Know-how and meticulous 
Art & Photography... 94 


Audio & Visual Aids... 67 Regular Features 
Direct Advertising... 81 Advertisers’ Index. ..110 
Layout & Typography... 59 Books for Admen... 18 
Packaging & Labeling. ..103 Buyers Guide & 

Paper... 35 Coming Conventions... 

Photoengraving & Platemaking... 30 Competitions You Can Enter... 
Premiums, Prizes & Specialties. .. The Editor’s Notebook. = A 
Printing & Binding... 27 How I Solved It... Horan Engraving Co., Le 

Radio & TV Production... 75 i iste “s Cr tome i! sda New York 1, N.Y 
Shows & Exhibits... 39 cs i sateahias teint 


Promotion Almanac 
. - : oe v=" Branch Offices: Newark, N. J.« Allentown, Pa 
Signs & Identification Materials... 44 Readers Write... 


attention to detail in every step 
from pickup to the delivery 
of the finished plates. 


Whzy not call for a Horan represen- 
tative when you have a problem! 


Window & Store Displays... 44 AR Reprints... 
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CHECK LIST FOR 


Catalo 


Give your customers the kind of catalog 
they like to use. Give them the kind they 
like to look at. 


Make your catalogs: 


LOOSE-LEAF 


easy to add or remove pages 


DURABLE 


to stand handling 


FLAT STACKING 


for neat desk piles 


FLAT OPENING 


easier handling, easier reading 


EXPANDABLE 


for adding new pages 


ECONOMICAL 


quantities cost less 


ACCOPRESS BINDERS for your cata- 
log covers give you every feature for 
more ‘Sell’’—plus all the appeal you can 
add with color, embossing or printing. 
Write us, or ask your stationer to 
show you the complete Acco line for 
keeping papers together in every 
department of your business. 


T he {ccopress 
Binder com 
bines loose leaf 

nuenience 
large Capacity 
and e¢ nomy. 
Ideal for Cata 


Covers. 


ACCOBIND folders 
ACCOPRESS binders 
PIN-PRONG binders 


(for marginal multiple punched forms) 


ACCO clamps 
ACCO punches 


THE ACCOWAY SYSTEM 


(for filing Blueprints and all large sheets) 
and other filing supplies 


ACCO PRODUCTS 


A Division of NATSER Corporation 


Ogdensburg, New York 


In Canada: Acco Canadian Co., Lid., Toronto 
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Behind the Scenes 


Point-of-Purchase 
Survey Provides 
New Dimensions 


We hope you won't let all of the 
statistics involved in this month’s 
special feature on _ point-of-pur- 
chase advertising scare you away 
from reading the piece which starts 
on page 44. We are always a bit 
skeptical about publishing such 
articles — knowing that the aver- 
age adman is less interested in the 
statistics of advertising than clues 
to what makes the whole business 
tick. 

But in this case, we’re convinced 
that some statistical data is in or- 
der. In a few short years, the 
medium of point-of-purchase ad- 
vertising has grown from a rela- 
tively unimportant “footnote” on 
the typical ad budget to one of the 
“big guns” in sales promotion. 

There are a lot of reasons why 
p.o.p. has become so important to- 
day — most of them are pretty 
obvious and have been well 
covered in past issues of AR. Even 
basic statistics of the field were re- 
ported in detail in AR’s first major 
study of the p.o.p. medium (“How 
Advertisers & Agencies Buy Dis- 
plays,’ April 1955 AR). 


> Why, then, make another survey 
on the subject? The answer to that 
question has two facets: 

1. P.o.p. has been developing so 
fast that there was reason to believe 
that the dimensions of the medium 
had changed in the past two years. 
2. While the first AR survey repre- 
sented the most thorough nation- 
wide study of the p.o.p. medium 


Display typefaces in this issue . . 


tended; 52——Tempo Black Italic; 


ever conducted up to that time, it 
still left many unanswered ques- 
tions. 


Actually, the report in this 
month’s AR started with a request 
from the Point-of-Purchase Adver- 
tising Institute. POPAI’s own files, 
it turned out, had many “gaps” 
which made it impossible to answer 
many often-asked questions about 
the rapidly growing p.o.p. medium. 

After several preliminary dis- 
cussions, AR’s editors sat down 
with POPAI’s managing director, 
Norton Jackson, in New York and 
made a list of most of the areas 
where a clear definition of p.o.p. 
advertising was lacking. The ques- 
tions needing answers were then 
translated into questionnaires — 
one for advertisers, another for 
agencies. 


> Next came a major list-building 
project. AR very carefully built a 
file covering the 300 top national 
advertisers plus 1,500 others repre- 
senting an accurate cross-section of 
all fields in which point-of-pur- 


chase advertising is a factor. A 
companion list of 750 advertising 
agencies serving these accounts was 
also prepared. 

Once the questionnaires had been 
mailed out, we crossed our fingers. 
The forms were not just simple 
checklists which could be answered 
in a minute or two, and there was 
some question about the percentage 
of return we could expect. 

We needn’t have worried, how- 
ever. The returns came back fast 
and, fortunately, more completely 
filled out than we had expected. By 
tabulation time, we had nearly 200 
of the advertisers’ questionnaire; 
over 80 of the agencies’ answers — 
better than a 10% return in both 


. Pages 23 & 27—Karnak Intermediate & Black 
Condensed; 30—Bodoni Campanile; 39—Craw Clarendon; 


44—Tempo Black Ex- 


59—Tempo Bold & Venus Extrabold Extended; 
67—Tempo Heavy Condensed; 75—Brody; 


81—Handlettering; 89—-Dom Casual; 


95—Tempo Black Extended; 103—-Tempo Heavy Condensed. 





PRINTING WITHOUT 
ANY SCREEN OR DOT 


eh 


On ly collotype can gu e you 


large size printing in continuous. 
tones. Kichly satisfying quality printing without any screen or 
dot to interrupt the exact reproduction of the original, Superior 
single color, duotone or full-color printing is produced from mere 
black and white copy. Certainly, collotype is the perfect answer for 
economically reproducing any large size illustrations in small 


guantities. And, Black Box gives you the best there is in collotype! 


A beautiful reproduction of this nude figure, 
in rich duotone, may be had for the asking 
... large size 40” x 60”, perfect for framing 
or display in your den or back of the bar. 


Ws le us on your letterhead, today! 
Telephone: AVenue 3-0262 


* Sometimes called Photo Gelatine 
. e GLa ACOLLOTYPE STUDIOS, INC. 


For DISPLAYS e POSTERS 
Cincinnati Kalamazoo Roanoke, Va Minneapolis St. Louis e TRANSLITES e AD BLOWUPS e PRESENTATIONS 
Plaza 1-4218 Fireside 5-013) 4-3950 ROckwell 9-7789 Olive 2-0202 


Most economical for printing 5000 pieces or less... up to 40” x 60” 


4840 W. Belmont Ave., Chicago 41, ill. 
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Experience 
Counts! 
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WIRE ADVERTISING DISPLAYS 
Designed + Manufactured 
Warehoused + Drop-Shipped 


> By designing and building 
wire displays for many of Amer- 
ica’s best-known products we al- 
ready have answers to many dis- 
play problems... one of which 
may solve yours. In addition, the 
same ingenuity which has devel- 
oped so many successful displays 
is available to do the same for 
you. Quality production and 
prompt delivery are guaranteed. 
Let us suggest designs and pro- 
vide quotations promptly, and 
without obligation! Just write for 
the name a our nearest repre- 
sentative who will be glad to dis- 
cuss your problems with you. 


» Save Freight by Drop-Shipping 
From Our Mid-West Factory and 
Warehouse 


INDIANA WIRE & SPECIALTY CO., INC. 
DALY & SHELBY STS. 
INDIANAPOLIS 2, INDIANA 


ADVERTISING DISPLAYS 
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cases, and a highly adequate sam- 
ple to obtain the information we 
were seeking. 

We finally used 188 of the replies 
from advertisers and 79 of the 
agency questionnaires — all of 
which had complete enough an- 
swers for tabulation. From the an- 
swers which we obtained, we feel 
that we have been able to present 
a rather interesting picture of the 
point-of-purchase medium. 

Even if you don’t care much for 
statistics, you can use the survey 
results as a checklist for comparing 
your own p.o.p. advertising. There 
are still many more questions which 
need answers before the entire por- 
trait of advertising at the point-of- 
sale can be drawn in its entirely, 
but many of the key “gaps” have 
been filled. 


> Speaking of POPAI reminds us of 
a big chore which faces us in April. 
You can bet that AR wasn’t con- 
sulted by the convention planners 
this year. The week of April 7-13 
promises a first class rat race. Our 
lapels will really be full of a lot of 
pin holes from badges which will 
read: 


© Point-of-Purchase Advertising 
Institute . . . annual symposium and 
exhibition . . . April 10-12 .. . Pal- 
mer House, Chicago. 


© National Premium Buyers Ex- 
position . . . and annual PAAA 
symposium ... April 8-11... Navy 
Pier, Chicago. 


® National Packaging Conference & 
Exposition ... April 8-11... Inter- 
national Amphitheatre & Palmer 
House, Chicago. 


@ National Assn. of Radio & Tele- 
vision Broadcasters . . . annual con- 
vention and exhibition April 
7-11 .. . Conrad Hilton Hotel, Chi- 


cago. 


The entire AR editorial staff will 
converge on Chicago that week to 
provide complete coverage of all 
four events .. . and we'll expect to 
see many of our readers in Chicago 
that week. 


> Readers who have been with us 
for a couple of years will probably 
remember the January 1955 AR 
article telling the interesting details 
behind America’s second largest 
election — the annual selection of 
Miss Rheingold. As this article re- 
counted, Rheingold has parlayed its 
glamor girl contest into a host of 
effective promotion angles. 
Nevertheless, we were a. bit 
thrown for a loop the other day 
when we received a press release 
from Howard Cross, advertising 


Miss Rheingold . . . 


. beer & posies 


manager of Lord & Burnham, the 
outfit that designs and manufac- 
tures greenhouses. The reason for 
our amazement was that the release 
featured no less than the current 
Miss Rheingold. 

Rheingold, it seems, is using a 
greenhouse setting for its poster art 
this year (see cut). This put Miss 
Rheingold into one of Lord & Burn- 
ham’s products amidst tulips, daffo- 
dils, marcissuses, fuchsias, irises, 
hyacinths and cineraria. The tie-in 
will get a further boost on March 
31, when Miss Rheingold appears in 
the Lord & Burnham exhibit at the 
New York Flower Show. Hurrah 
for spring! 
> Mergers among manufacturers 
and suppliers in the graphic arts 
field are becoming more common of 
late. Nevertheless, we took special 
note of the just announced merger 
of Harris-Seybold Co. and Inter- 
type Corp. The reason for our spe- 
cial interest is that both companies 
have been leaders in developmental 
work in their fields. In joining 
forces to form the Harris-Intertype 
Corp., they will become the world’s 
most diversified manufacturer of 
equipment and supplies for the 
printing industry. 

It seems reasonable to assume 
that the new organization will be 
even more active in research than 
the individual companies were in 
the past. Top man in the new cor- 
poration will be George S. Dively, 
formerly head of Harris-Seybold 
and one of the most progressive 
executives in the graphic arts field. 

One of the biggest handicaps in 
graphic arts research in the past has 
been that the various elements of 
the industry have worked quite in- 
dependently of one another. Now 
that a major manufacturer will 





For superb color detail... 
SPECIFY THE STANDARD OF EXCELLENCE 


Original works of famous painters, illustrators, and 
photographers are frequently used in The Lamp, the 
stockholder and employee magazine of Standard 
Oil Company (New Jersey). Fine papers such as 
CICO coated papers are used to reflect 

faithfully the brilliance of these illustrations. 


CHAMPION-INTERNATIONAL CO. 


Ga Ma 
oy x AUMVENCE, = assachusell 


MANUFACTURERS OF QUALITY COATED PAPERS 
COPYRIGHT 1957. CHAMP N-INTERNAT NAL ° 





CONNECTICUT 


John Carter & Company, Inc. 
79 Chapel Street 

Hartford, Connecticut 

JAckson 7-8109 


Tileston & Hollingsworth Company 
2348 Whitney Avenue 

Hamden, Connecticut 

CHestnut 8-4455 


Whitney-Anderson Paper Company, Inc. 


124 Bristol Street 
New Haven, Connecticut 
LOcust 2-5135 


DISTRICT OF COLUMBIA 


Stanford Paper Company 
3001 V Street, N. E. 
Washington 18, D.C. 
LAwrence 6-1600 


MARYLAND 


Mudge Paper Company 
501 Water Street 
Baltimore 2, Maryland 
LExington 9-7782 


MASSACHUSETTS 


Andrews Paper Company 
160 North Washington Street 
Boston 14, Massachusetts 
Richmond 2-2200 


John Carter & Company, Inc. 
420 Rutherford Avenue 

Boston 29, Massachusetts 
CHarlestown 2-5000 


Tileston & Hollingsworth Company 
211 Congress Street 

Boston, Massachusetts 

Liberty 2-3870 


Whitney-Anderson Paper Company, Inc. 


32 Worthington Street 
Springfield, Massachusetts 
REpublic 3-3196 

Donald Wyman, Inc. 
683 Atlantic Avenue 
Boston, Massachusetts 
HAncock 6-6282 


MICHIGAN 


Chope-Stevens Paper Company 
240 Chene Street 

Detroit 7, Michigan 

LOrraine 7-6800 


NEW HAMPSHIRE 


John Carter & Company, Inc. 
23 School Street 

Concord, New Hampshire 
CApitol 5-5545 


NEW JERSEY 


Bulkley Dunton & Co., Inc. 
461 Central Avenue 

Newark 7, New Jersey 
HUmboldt 2-5600 


NEW YORK CITY 
Bulkley Dunton & Company, Inc. 
295 Madison Avenue 

New York 17, New York 

MUrray Hill 9-6400 


These leading paper merchants can supply 


NEW YORK CITY 


Capital Paper Company, Inc. 
106 Seventh Avenue 

New York 11, New York 

CHelsea 3-4980 


Hobson Miller Paper Company, Inc. 
280 Lafayette Street 

New York 12, New York 

WOrth 6-0400 


Kennelly Paper Company, Inc. 
501 Fifth Avenue 

New York 17, New York 

MUrray Hill 2-1087 


Milton Paper Company, Inc. 
100 West 22nd Street 

New York 11, New York 
WAtkins 9-6721 


Perkins-Goodwin Company 
589 Fifth Avenue 

New York 17, New York 
MUrray Hill 8-4900 


Royal Paper Corporation 
210 Eleventh Avenue 

New York 1, New York 
WAtkins 4-3400 


NEW YORK 


Franklin-Cowan Paper Company 
210 Ellicott Street 

Buffalo 3, New York 

WAshington 5954 


Genesee Valley Paper Company, Inc. 


1175 East Main Street 
Rochester 6, New York 
HUbbard 2-1510 


PENNSYLVANIA 


Atlantic Paper Company 
Lehigh Avenue at 3rd Street 
Philadelphia 33, Pennsylvania 
GArfield 5-5432 


RHODE ISLAND 


John Carter & Company, Inc. 

421 Industrial Trust Company Building 
Providence, Rhode Island 

GAspee 1-0335 


Providence Paper Company 
160 Dorrance Street 
Providence 1, Rhode Island 
GAspee 1-7600 


Tileston & Hollingsworth Company 
28 North Main Street 

Providence, Rhode Island 

GAspee 1-8441 


VERMONT 


Vermont Paper Company, Inc. 
144 South Champlain Street 
Burlington, Vermont 

Burlington 4-6079 


EXPORT 


Elof Hansson, Inc. 
711 Third Avenue 

New York 17, New York 
MUrray Hill 7-1177 


coated paper 


COATED PAPERS 


Cico-Gloss 
Cico-Flex 


Cico-Offset 
Cico-Graph 


Cico-Print 
Cico-Fold 


Cico-Duoset 
Cico-Brite 
Cico-Lith 


QUALITY CONTROLLED 
BY 


(ecupag 


(CHAMPION-INTERNATIONAL Go. 


( / 
f be AMVCOHCE, - celal 


MANUFACTURERS OF QUALITY COATED PAPERS 


This insert is printed letterpress on Cico-Gloss, Basis 80 Ib. 





have a personal interest in nearly 
every phase of the industry, the 
whole process of moving to new 
horizons should be speeded up. 


> AR reader Martin Samit, adver- 
tising coordinator for NBC Radio 
Network, called us to task for elim- 
inating a “powerful” medium from 
our list of ways to identify dealers 
(“How to Iden- 
tify Your Deal- 
ers, Feb. AR). 
Now, you would 
suspect that Mr. 
Samit would be 
soapboxing the 
cause of net- 
work radio. Not 
so in this case, 
however. What 
did we forget? 
A beach towel! 

You see, one of NBC’s pet pro- 
motions was built around a towel. 
Not just an ordinary towel, but 6’ 
of Martex toweling with a subtle 
plug for “Monitor,” NBC’s week- 
end radio marathon. The idea was 
to emphasize that “Monitor” was a 
year-round value, not primarily a 
summer medium. “We wished to 
remind them that ‘Monitor’ is use- 
ful and usable in winter, in a differ- 
ent way. even as a beachtowel can 
be taken home and used.” 

Did it work? “Apparently we 
made our point,” reports Mr. Samit. 
“We received more reaction from 
that towel than anything we've 
done in quite some time.” 


>’ This column got a special boost a 
few weeks ago when Walter W. 
Cribbins Co., San Francisco, noted 
our comments on advertising spe- 
cialties in the February AR and 
featured them in an exhibit at the 
Bay Area Sales & Marketing Show 
(see cut). The exhibit also featured 
a contest for visitors, who were 
asked to write a letter telling how 
they would use advertising special- 
ties. 44 
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The following reprints of feature articles which have appeared in Advertising 
Requirements are available at 25¢ each. Special prices are available upon 
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more creative people plan 
for and specify 


NAZ-DAR 


9900 Fast-Dry Silk Screen 
Inks for their displays, 
counter cards, and 
Li window banners than 
Ki any other brand! 


- bi 
ta 
@ This outstanding silk screen 
ink matches color perfectly on 
reruns, minimizes offsetting 
during storage, and offers 
really pure colors which sell 


your product in a quality manner. 


FREE COLOR CARD! 

Write for two 5500 color cards showing all 
26 colors. Keep one at your desk and give 
the other to your silk screen printer. You'll 
have a perfect color reference for all your 
silk screen display jobs. 


Consult your silk 
screen printer for 


a helpful suggestions. 


The NAZ-DAR Company 
461 Milwaukee 
Chicago 10 
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Cold Type Corrections 


® My compliments on your cold 
type article in the February issue 
of AR. It accomplishes a great deal 
toward informing advertising people 
about the subject. 

However, I find a serious error in 
your chart summary, at least as 
far as Filmotype is concerned. Our 
machine, as any user or owner can 
assure you, has an unlimited range 
of point sizes, can make both cor- 
rect and reverse reading copy, uses 
both paper and film strip, can mix 
both typefaces and point sizes, and 
uses a 2” wide strip. 

ALLAN FRIEDMAN 
Pres., Filmotype Corp., Skokie, 
Til. 


e I thought the February 
“What's New in Cold Type” com- 
prehensive and well told. I am 
afraid, however, that its general na- 
ture led to some statements that 
were not quite accurate regarding 
the Typro photo lettering machine. 
We agree when you say that 
typesetting should not be turned 
over to a stockroom boy, but the 
fact remains that Typro’s unique 
targeting system makes kerning and 
letter spacing automatic. 
HAROLD PRESS 
Pres., Halber Corp., Chicago 
(Thank you, both for your compli- 
ments and your corrections, which 
we are glad to pass on. It is always 
difficult to summarize masses of in- 
formation, accurate in all details 
in a chart. Abridgement always in- 
volves some danger of misinterpre- 
tation. This chart, by the way, was 
produced by the PIA, and distrib- 
uted at its Los Angeles meeting 


.. Ed.) 


article 


Wants Color Survey 


e I have been meaning to write 
for some time. First, I want to con- 
gratulate you on the swell survey 
job you did in your July issue on 
letter reproduction. This certainly 
synthesizes the subject and makes 
it easy to put things into perspec- 
tive. 

We have been bothered by a 
question which should be of interest 
to others as well. Is there some- 
where a similar summary on color, 
or could AR run one? Each time 


While 


we want to use a color photograph, 
or have color slides made, add col- 
or to black and white, and so on, 
we try to review all of the many 
available processes to choose the 
most effective one. 

We have been looking for a guide 
that would indicate the relative ad- 
vantages and disadvantages, both 
cost- and quality-wise, of the vari- 
ous methods. 

In a very sketchy form, this is 
a suggestion or a request for in- 
clusion in a future issue of AR. I 
hope it doesn’t seem far-fetched. 

STEPHEN M. SICKLE 
Asst. Sales Prom. Mgr., Magnaflux 
Corp., Chicago 
(Not at all far-fetched, Mr. Sickle. 
We ran such a guide in January, 
1954, but things have changed so 
much since then that we have a 
new article in the works. We hope 
to run it within a few months. 


. Ed.) 


Birthday Greetings 


e It’s hard to believe that AR has 
been serving the industry for four 
whole years! I don’t have to tell 
you what I think of AR. I just don’t 
know how we in advertising got 
along without it! I don’t have to 
tell you, either, what a_ splendid 
job you’re doing to make it the val- 
uable book it is. 

I know we can look forward to 
AR becoming even bigger, better 
and more valuable in months ahead. 
It's one of the few publications 
where I devote almost as much 
time to reading the advertisements 
as I do to studying the editorial 
contents, for which your editors 
can take a deep bow as well! 

Let me extend my warmest con- 
gratulations to AR, to Mr. Crain 
and all the gang upon your “fourth 
birthday.” 

DaLtLas WYANT 

KOB & KOB-TV, Albuquerque 
(Thanks for your good wishes, and 
we hope we can continue to make 
AR valuable from cover to cover 


... Ed.) 


Worth Studying 


© Your article “From Idea to Re- 
ality in 45 Days” by Larry Brettner, 
which ran in AR for February, is, 
in my opinion, excellent founda- 





meeting your printing requirements is our business... 


For the finest in color printing... 
We have assembled in our organization all of the many elements... 


human and mechanical...necessary to give your graphic message 


distinction and total possible impact. 


For creative assistance... 

Our Plan Board offers effective marketing ideas and merchandising counsel. 
Our creative art staff and copywriters give life and form 

to your promotional material...awakening consumer response... 


creating sales impact from sales ideas. 


For service... 


Your production is controlled all under one roof... 
every phase which contributes to the success of your assignment. 
It removes from your shoulders the harassing responsibility of the 


follow-through...expediting...and assures @ quality product. 


Our new, modern plant sets the standard for our industry. 

We provide a wide range of production specialists and equipment to handle 
all your requirements easily... quickly... whether offset or letterpress... 
whether labels, leaflets, catalogue sheets, displays or the 

whole campaign...and in dealing with M-W you are assured that your 
requirements will be met...totally...on time. . 


Write for our 
Printing Process 


And you want full value for your expenditure... ee ison Chart 
~.. On your 
So today, as never before, when quality, service, creativeness and : : 
firm's letterhead, 
high value are factors in your printing requirements, stease 
do as thousands of other selective purchasers of fine printing have done 


for over fifty years, call on... 


6 
NEW YORK, PHILADELPHIA, CLEVELAND, DETROIT, LOS ANGELES 


4555 TOUHY AVENUE « CHICAGO 30, ILLINOIS e« tRving 8-5500 
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“Scores well” in the bindery... 
with customers, too 


Strong, pure fibers give Hammermill 
Cover a pliability that enables it to 
score and fold neatly and cleanly, for 
a better-looking job. And the dura- 
bility of Hammermill Cover enables 
it to withstand repeated handling 
without cracking at the folds or 
roughing up at the corners. Keeps 
modern advertising printing looking 
better . . . longer. 

The high brightness of Hammer- 
mill Cover gives your printing the 
extra sparkle that impresses Cus- 
tomers. And Hammermill Cover 
now contains Neutracel” pulp—an 
exclusive Hammermill development 
that brings the finest qualities of 


COVER 


northern hardwoods to fine papers. 

Neutracel pulp imparts even 
greater bulk to Hammermill Cover 
-gives printing an important “feel” 
that says “QUALITY.” And the more 
level surface obtained with Neutracel 
lends extra sparkle to illustrations, 
solids, type — letterpress or offset. 

Get Hammermill Cover in a rain- 
bow choice of eight popular, like- 
sided colors, and cleanest white. 
Specify Hammermill Cover the next 
time you order a cover job. And 
remember, for a cover job, there’s 
no paper like a good cover paper. 
Hammermill Paper Company, 
Erie, Pennsylvania. 


FOR CATALOGS + BOOKLETS 
MENUS + PRICE LISTS + FOLDERS 
BROADSIDES - MANUALS 


BY THE MAKERS OF HAMMERMILL BOND 
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tion material for a sample “case” 
which I would like to use in one 
of my courses next semester. Would 
it be possible to send me samples 
of the individual pieces which were 
used in these three mailings? This 
would be most helpful to me. 
Could I also obtain the advertis- 
ing rate schedule so that I might 
better visualize the total financial 
picture of this undertaking? 
Jack C. WEBB 
Evening Faculty, DePaul 
University, Chicago 
(Request forwarded to Mr. Brett- 
ner... Ed.) 


Spielers Wanted 


® For a number of years, it has 
been suggested that our annual 
builders show include demonstra- 
tors selling small items such as tools 
of the novelty type. 

This is just an example, for we 
know there are many items that 
can be demonstrated, but we have 
been unable to locate any compa- 
nies that know of demonstrators of 
this type. 

Do you have, in your files, the 
names of agencies’ which could 
work with us along these lines? 

HERMAN E. GrREIMAN 
Prom. Mgr., Wolf Supply Co. 
York, Pa. 
(Sorry, Mr. Greiman, but we don't, 
and we must admit we don’t know 
how we'd start locating them. If 
any readers have this information, 
we'd be glad to forward it. It will 
be too late for this year’s show in 
York, but perhaps for next year 


~ » a.) 


New Label Use 


© We are currently using a pres- 
sure-sensitive label for marking 
self-service merchandise which is 
packaged in cellophane. 

We have quite a bit of trouble 
with customers who switch price 
labels on the merchandise. The 
present label we are using lifts off 
very readily from the cellophane, 
and adheres just as easily to the 
higher-priced article to which the 
customer applies it. What we need 
is a label which adheres strongly 
enough so that it won’t come off in 
one piece. 

I thought you might be able to 
put us in touch with someone who 
has a label which would fulfill our 
requirements. 

LEstiE E. Hamitton 

Adv. Mgr., Enterprise Stores Inc. 

Boston 
(Here is one case where the cus- 
tomer isn’t always right. Has any- 
body an answer to Mr. Hamilton’s 
problem? ... Ed.) 
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Discover the time-saving magic of PLASTIPLATE®, the 
plastic offset plate. Two types available. See how they 
run—right on your own press! No cost to you. 

Pre-sensitized Photospeed PLASTIPLATE for spar- 
kling halftones and crisp linework. All processing 
steps built in—just expose, de-sensitize, and print. 

Direct Image PLASTIPLATE that takes typing so 
beautifully and permits fast, non-detectable correc- 
tions. And you can write or draw directly on its pat- 
ented plastic surface. 

See how they run! Free samples upon request. 


Remington. Brand 


DIVISION OF SPERRY RAND CORPORATION 


C00000000 


Remington Rand, Room 1440 
315 Fourth Avenue, New York 10 


Please send me free samples of — 
(] Pre-sensitized Plastiplate 
CJ Direct Image Plastiplate 
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A PREMIUMS 


Priced to meet your 


premium plans. Capitalize on 
the nationally-respected name 


. Producers of over 


“GABRIEL’’ 
2-BELL ALARM 


Extra-loud alarm. Highly orna- 
mental design cased in decorator 
tone polished copper. Luminous 
numerals. A Lux premium “first”! 


CALENDAR 
CLOCK 


Date Minder clock tells time, day, 
date. Attractively styled, hand- 
somely packaged. Wide range of 
color selection for every room in 
the house. Also a welcome office 
time-teller. s 


So famous it’s become a household 
word. Wide color selection for 
kitchen harmonye ‘‘Dings”’ for 
“times up” in dozens of household 
duties. Women know the Minute 
Minder. It’s also widely accepted 
by photographers, for darkroom 


work. 
Ww 


Lux has profitable premium news for 
you. Quantity prices are amazingly 
low. Get full details from 


\ 
YOUR TIME REMINDER LINE 7 # 
Premium Dept. AR 
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WATERBURY 20, CONN. 
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I SOLVED IT 


Saves on Halftone Costs 
By Unusual Use of Film 


Involved in printing a catalog de- 
scribing new items using offset and 
linotype composition, we came to 
a sudden halt when faced with the 
printer’s estimate of $372 for the 
negatives and stripping of 93 neces- 
sary halftones. 

Obviously it was going to be nec- 
essary to reduce the cost of the 
halftones, and in searching around 
for a solution, we decided to make 
use of Eastman Kodalith Auto- 
screen Ortho film. 

We first had the artwork copied 
onto this film in the exact size re- 
quired, next we had the film flashed 
by a special safelight in the dark- 
room and then developed. The re- 
sult was a 132-line screened nega- 
tive from which a contact print was 
made. 

Our illustrations being small, we 
cut 8x10” film into 4x2” pieces. 
Film holders were coated with 
“Stayflat” and the film was pressed 
onto this base for exposure in a 
4x5” camera. 

After testing to determine the 
best camera and flashing exposures, 
negatives were exposed, flashed, 
and developed within a few hours 
and contact prints made for paste- 
up with type proofs. 

The printer made line shots of 
each page paste-up, picking up type 
and halftone dots on one negative. 
Our cost for material was less than 
$15. Our photographic time cost was 
less than $60, and our total saving 
on the job was approximately $300. 

In addition, we have since eco- 
nomically and_ satisfactorily pro- 
duced numerous short-run offset 
jobs using this same method. 

Georce A. SMITH 
Advertising Mgr., Snap-on 
Tools Corp., Kenosha, Wis. 


Customer Gift Doubles 
As Novel Ad Proof 


Our constantly recurring problem 
was getting our distributor sales- 
men to make presentations of proof, 
schedules and pertinent data con- 
cerning our national advertising to 
buyers and retail owners responsi- 
ble for local sales. 

However, when we had our tra- 
ditional holiday ad reproduced in 


full-color on an attractive glass ash 
tray, we had solved our problem. 

The ash trays were shipped to 
salesmen, as were the copies of the 
publications in which the adver- 
tisement appeared. 

After the merchandising presen- 
tation, featuring the full-page four- 
color ad, the salesmen presented the 
ash tray to the customer as a ges- 
ture of appreciation. 

The utility value of this simple 
gift guarantees a showing of the ad 
on counters, desks, etc., long after 
the ad itself has ceased to be news. 

RosBert W. BARNARD 
Adv.-Sales Promotion Megr., 
McKesson & Robbins Inc., New 
York 


Finds Low-Cost Method 
For Realistic Car Cards 


When one of our clients launched 
a line of four prepared mixes, we 
decided to establish product identi- 
ty through the use of car cards. 

To be effective, the car cards 
should achieve the utmost in prod- 
uct reality, but cold hard practical- 
ity forced us to admit that the lim- 
ited run of 800 would put expensive 
process printing out of the picture. 

After many conferences with the 
printer, transit ad _ representative, 
and a box manufacturer, we 
achieved our aim of low-cost real- 
ism with a “3-D” card. 

This consisted of four dummy 
packages attached to a silk-screened 
background by means of a special 
mounting which allowed full flex- 
ing of the card with a two-point 
mount for each box. 


Later on, when the product line 
was expanded and the client was 
featuring premium offers, we 
adapted the original idea by using 
the actual box faces only, tipped 
onto the silk-screened cards. 

Using careful advance planning 





Some risks, of course, can’t be 
avoided...but Advertising Agency 
PM’s in the know — with assign- 
ments calling for reliable and ac- 
curate rotogravure preparation — 
know they’re taking no chances 
with the specialized service of- 
fered by INTERNATIONAL COLOR 
GRAVURE and SUPERTONE...The 
preparation of color positives that 
will reproduce just as desired is 
the specialty of INTERNATIONAL 
... For dependable service in mon- 
otone gravure—it’s SUPERTONE... 
Each is staffed, equipped and pre- 
pared to help diligent PM’s carry 
the burden of their responsibili- 


ties in rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 


‘ c . SPECIALIZING IN COLOR 

39 West 60th St. ae 
NEW YORK 23, N.Y. eC HC. 
Phone: Clrcle 5-8750 


LOS ANGELES Sales Office: 232 East 4th St., Phone: MUtual 7136 


@ 3 pena : 
SUPERTONE, INC. ‘«w york 17. N¥. 


Phone: Plaza 3-9468 
ROTOGRAVURE MATERIAL FOR MONOTONE REPRODUCTION 


April 1957 > 





YOU CAN BEAT 
COMPETITION 


with the right sales presentation 
move. See the man from Elbe 
before making your opening jump. 


Famous brands rely on Elbe’s sales- 
packed product displays. Ask the 
man from Elbe about the many ideas 
in our extensive library of samples. 


Elbe File « Binder co, inc. 


FALL RIVER, MASSACHUSETTS 
New York Showroom: 411 Fourth Ave. 


ONE OF AMERICA S LARGEST MFRS, OF LOOSE LEAF PRODUCTS 


FREE! Write Dept. AR-5 for 
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we managed to gangrun three cards 
at once — in quantities of 500 each 
— so keeping production costs 
down. 

The lithographed box faces were 
trimmed out from folded box “flats” 
at a cost far below that of repro- 
ducing the boxes in full color. 

ANN EVANS 
Client Public Relations, Lewis 
Edwin Ryan Advertising, Wash- 
ington 


Keeps Losers Friendly 
By Postcard Mailings 


After conducting a prize-drawing 
contest at our booth in a trade con- 
vention in which nearly 1,000 po- 
tential customers had participated, 
we found ourselves looking for a 
way to ward off that peculiar feel- 
ing people sometimes get after 
they’ve entered a contest and then 
never hear what happened. 

Finding it impossible to produce 
1,000 mailing pieces at a reasonable 
unit cost, we found our solution in 
a wholesale purchase of giant, four- 
color postcards showing California 
scenery. 

These cards were hand-addressed 
and the copy said: “Sorry, the prize 
went to someone else, but the litera- 
ture you picked up in our booth 
makes you a big winner anyway, 
and we hope to see you at the next 
convention,” etc. 

We have had a chance to check 
with many recipients since. All were 
pleased with the colorful souvenir 
and many pinned it up in their of- 
fices. 

To our knowledge, only one other 
company (Miller High Life) has 
made a similar mailing. Considering 
our limited budget, we believe we 
have found a friendly way of say- 
ing “thank you.” 

F. D. DorErrR 
Advertising Megr., Technibilt 
Corp., Glendale 1, Cal. 


New Year’s Portfolios 
Help Client and Agency 


While almost every agency is 
happy to supply proofs and infor- 
mation on past jobs to a client, 
there’s no denying that this takes 
time from the production schedule 
and runs up needless costs that can- 
not be recouped. 

We solved this problem by keep- 


ing a loose-leaf portfolio on each 


client for the entire year. In the 
portfolio we keep proofs of all the 
creative work we have done for 
them with information as to the 
date prepared, the publications the 
ads appeared in, what months, etc. 


| The same type of information is 


kept on mailings, folders and any 
other items the client would not 
have readily available. 

The portfolios are presented to 
the client at the beginning of each 
year with a message on the first 
page telling them we have enjoyed 
doing business with them and wish- 
ing them a prosperous “New Year.” 

Not only have these “New Year’s 
Greetings” helped save time for 
both the client and us, but they 
have “upped” client-agency 
tions considerably. 

Ciinton B. Grimm 

Art Director, Lyons Advertising, 

North Attleboro, Mass. 
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Builds Show Attendance 
With Childish Scrawl 


In trying to assist the Washington, 
D. C. Restaurant Assn. build at- 
tendance for their regional restau- 
rant show and convention, I faced 
the fact that something had to be 
done to make our mailing pieces 
really “stand out” and shout for at- 
tention. 

With the last-resort thought that 
“a little child might lead them,” I 
ran off a letter in a 10-year old 
style with frequent references to 
school, teacher, and “Daddy.” 

I had this copied by a not too lit- 
erate youngster, and then ran it off 
— complete with misspelled words 
and scratches — on a multilith ma- 
chine. 

We sent the letters in plain +10 
envelopes, hand addressed, and the 
inquiries for additional tickets to 
the convention was amazing. 

The letter and signature were 
supposed to be the work of the 
daughter of the association presi- 
dent, and no comments were made 
to the contrary. 

Puitie D. JOHNSON 
Director of Member Relations, 
Natl. Restaurant Assn.., 
Chicago. 
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. . . They didn’t know we were in a 
rush for it! 
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Calcofluor White a8 
‘Glow-White” 











CALCOAN G8(e) 33 


This page is a regular grade of offset stock—with A BIG DIFFERENCE! 
CALCOFLUOR* White PMS Conc. has been added to give it a truly “‘whiter- 
than-white”’ sparkle and brilliance. 
Just compare this page with any ordinary white sheet. Notice how the 
CALCOFLUOR-treated page improves legibility of the print... provides 
maximum contrast between black and white...improves and sharpens 
details in the halftone. 
Papermakers... printers... package designers... advertising men find that 
CALCOFLUOR-treated offset stock gives EXTRA SELL to many paper items 
including: 
Catalogs + Annual Reports - Artists’ Papers + Business Forms 
Engineering and Architectural Drawing Papers + Sales Literature 
Manuals « Business Cards « Folders « Greeting Cards - Programs 
Letterheads + Books + Labels + Packages + Sanitary Tissues 
Ask your printer to show you samples. Papermakers will be interested in 
our helpful Technical Bulletin, DYEING PAPER WHITE. Write to 


AMERICAN CYANAMID COMPANY 
DYES DEPARTMENT 


Bound Brook, New Jersey 


* Trademark 


New York « Chicago « Boston « Philadelphia « Charlotte 
Providence « Atlanta « Los Angeles « Portland, Oregon 


North American Cyanamid Limited 
Dyes Department, Montreal and Toronto 


Printed on 100 lb. offset stock 
containing CALCOFLUOR White PMS Conc 


— 


Symbol for Quality Dyes 
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Conventions 


APRIL 


1-3... Lithographers Natl. Assn., 52nd 
Annual Convention, The Greenbrier, 
White Sulphur Springs, W. Va. 

4-6 . . . Southern Graphic Arts Assn., 
Nashville, Tenn. 

7-11... National Assn. of Radio & Tele- 
vision Broadcasters, Conrad Hilton Hotel, 
Chicago 

8-11... . National Premium Buyers Ex- 
position, Navy Pier, Chicago 

8-11... National Packaging Conference 
and Exposition, Amphitheatre and Palmer 
House, Chicago 

10-12 Point-of-Purchase Advertising 
Institute Inc., Palmer House, Chicago 
13-19 . . . National Business Publications, 
Spring Meeting, Americana Hotel, Bal 
Harbor, Fla. 

14-27 United States World Trade 
Fair, New York Coliseum 

22-26 . . . Film Council of America, Ho- 
tel Statler, New York 

23-25 ... American Newspaper Publish- 
ers Assn., Waldorf-Astoria, New York 
24-26 American Public Relations 
Assn., 13th Conference, Warwick Hotel, 
Philadelphia 

25-27 ... American Assn., of Advertis- 
ing Agencies, White Sulphur Springs, W. 
Va. 


MAY 


1-4 . . . National Paper Box Manufac- 
turers Assn. Inc., Eden Roc Hotel, Miami 
Beach, Fla. 

3-6 . . . National Art Materials Trade 
Assn., Biltmore Hotel, Los Angeles 

5-7 . . . Magazine Publishers Assn. Inc., 
The Greenbrier, White Sulphur Springs, W. 
Va. 

9-11 . . . International Typographic Com- 
position Assn., Easter Spring Conference, 
Hotel Sheraton, Philadelphia 

13-16 . . . National Office Management 
Assn., Office Equipment Show, Shrine 
Auditorium, Los Angeles 

15-17 Research and Engineering 
Council of the Graphic Arts Industry Ine., 
Benjamin Franklin Hotel, Philadelphia 
16... Fourth Annual Advertising Con- 
ference, University of Michigan, Ann Ar- 
bor 

27-29 .. . National Sales Aids Show, Ad- 
vertising Trades Institute Inc., Statler Ho- 
tel, New York 

28-29 . . . Second Visual Communications 
Conference, New York Art Directors Club, 
Waldorf-Astoria, New York 


JUNE 


1-16 . . . Graphic 57, Intl. Fair of Print- 
ing and Allied Trades, Lausanne, Switzer- 
land 

5-7... National Sales Executives Con- 
vention, Biltmore Hotel, Los Angeles 

8 ... Advertising Federation of America, 
Fourth District, Hotel Fontainebleau, Mi- 
ami Beach 

9-12 . . . National Industrial Advertisers 
Assn., 35th Annual Conference, Waldorf- 
Astoria, New York 

9-13 .. . Advertising Federation of Amer- 


ica, Hotel Fontainebleau, Miami Beach, 
Fla. 





16-19 . . . Engraved Stationery Manufac- 
turers Assn. Inc., French Lick-Sheraton, 
French Lick, Ind. 

16-19 . . . Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 


19-21 . American Marketing Assn., 
Natl. Convention, Hotel Statler, Detroit 
23-27 ... National Assn. of Display In- 
dustries, Morrison Hotel, Chicago 
24-27 . . . American College Public Re- 
lations Assn., Hotel Fontenelle, Omaha, 
Neb. 

24-28 ... Advertising Assn. of the West, 


54th annual convention, Hawaiian Village, 
Honolulu 


JULY 


4-7 .. . National Assn. of Advertising 
Distributors, The Greenbriar, White Sul- 
phur Springs, W. Va. 

28-30 . . . Illinois Photographers Assn., 
Del Prado Hotel, Chicago 


28-Aug. 2 .. . International Graphic Arts 


Education Assn., annual convention, Roch- 
ester Institute of Technology, Rochester, 


NB. 


to enter 





Industrial Advertising Campaigns 
Sponsored by National Industrial Ad- 
vertisers Assn., 271 Madison Av., New 
York 16. Covers campaigns selling goods 
or services to industry; also supporting 
consumer campaigns. Entries must com- 
prise description of product, market, 
planning and objectives, and document 
results of advertising and promotion. 
Campaigns must be limited to a one-year 
period. 

Closes April 1, 1957 


Putman Awards 

Sponsored by the Poor Richard Club, 
1319 Locust St., Philadelphia 7. Covers 
advertising campaigns selling goods or 
services to industry and the documenta- 
tion of these campaigns. Entries must 
deal with a particular campaign confined 
to one industrial field and the results 
documentation must be from the two 
years prior to “deadline” date for en- 
tries. 


Closes April 1, 1957 











IDEAS by the 
boxful ! 


“I keep in my desk a boxful of clip- 
pings from Advertising Age,” writes an 
advertising manager. “It is my idea-file, 
and I dip into it often when in need of 
inspiration.” Advertising Age, The Na- 
tional Newspaper of Marketing, is the 
world’s most widely read journal dealing 
with advertising and selling. One year’s 
subscription 52 idea-packed issues 
only $3, which is less than 6c per week. 
Mail coupon below for trial. Money back 
guarantee. 


: ADVERTISING AGE 200 E. | s St., Chicago $ 
: Enter my l-year (52 es) trial order fc : 
# only $3. I must be ey b : 
: NAME. TITLE 
s a . 
| aneen a . 
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CREATE IMPRESSIVE SETTINGS 


i ia 
; ‘ 


at 
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Cost Less Than | : { , 
Flexible... ‘ } ; 
1} | y 

i 


Save Big Money 
ooo OO 
Repeatedly 


You Think! 13 

ate E 
Fit Everywhere H 
Set the Stage s. rT 
for Attention- | ; 
Compelling iy £ 
Showmanship 


Easy to Ship, Shape, Hang and Drape 


FREE! Colored Idea Booklet Show- 
ing 10 New Ways To Use Logo 
Drapes. 


HOLLYWOOD BANNERS 


Te Te le] elt) 

Creators & Manufacturers of Nationally 
Famous Color-Spectacular Ad Banners 
116 EAST 32ND STREET « NEW YORK 16, N. Y. 
03030 ee ee 


Ideas / for Your 


Advertising Requirements 


Tips on saving time and money and how 
to achieve special effects are incorporated 
in new RCS price lists for offset printing, 
photography, and photostats. 


] Printing Tips and Plano Price List shows 
how to plan and prepare copy for off- 
set production. 


| Stunts With ‘Stats is a valuable aid to 
the graphic arts production. 

] The Phote Price List covers visual aids, 
display, and industrial uses. 


———— 
: Check your inter- 
: ests above and 


: send this couponed 
: ad for FREE copies. 


: RCS is no cure-all, 
: but serves a wide 
: range of clients, 
: large and small, 
: across the nation. 


* Let these folders 
: show you. what 
: RCS can do for 
: you! 


Please send FREE folders to: 


® 
E 
5 
2 


OFFSET PRINTERS 


ih 


123 N. Wacker Dr. 
Chicago 6, Illinels 
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Cook 


or ADMEN 


© A Directory of 3,300 16mm Film 
Libraries, by Seerley Reid, Anita 
Carpenter and Annie Rose 
Daugherty, U. S. Office of Educa- 
tion; Superintendent of Documents, 
Washington 25, 198 pages, 70c . . 
This handy volume contains the 
most complete list available of com- 
panies, associations, public libraries 
and school systems which have 16 
mm films for loan. The entries, ar- 
ranged by state and city, include the 
approximate number of films in 
each library, with a general de- 
scription of type. It is useful in lo- 
cating sources for obtaining films, 
as well as a guide to the distribution 
of your own productions. Although 
the booklet, in its five editions, has 
grown from the 576 libraries listed 
in 1948 to the current number, the 
authors warn that this reflects a 
better job of identifying and locat- 
ing existing film libraries, rather 
than a 473% increase in their actual 
number. 


® Television Factbook #24, Televi- 
sion Digest, Wyatt Bldg., Washing- 
ton 5, 480 pages, $4.50 . . . If you 
ever need to know anything about 
the television world, the chances 
are that you will be able to find it 
in this standard reference volume. 
Among the curious facts uncovered: 
Ohio leads in tv set saturation, with 
87%; Wyoming is lowest, with only 
26% of its homes having sets. There 
are 327 tv stations outside of the 
U.S.; 494 within this country. There 
are 39 labor unions listed as being 
in tv and related fields. There are 
approximately 13 pages of tv pro- 
gram sources and services. 

Included in the book as an insert 
is a map of the United States, 
22x49”’, showing all active television 
stations and the network connec- 
tions. This map is available sep- 
arately at $1.50 a copy. 


® Movies for TV, by John H. Bat- 
tison, The Macmillan Co., New 
York, 376 pages, $5.50 . . . Written 
by a member of the editorial staff 
of Tele-Tech, this is a_ practical 
guide to the production of tv films. 
It starts with the fundamentals of 
photography and television, and 
carries the reader through to the 
time the film is put on the air. 
While helpful for what it does 


contain, the book must be ap- 
proached with a degree of caution. 
Originally issued in 1950, this 1956 
version is a “third printing,’ not 
a third edition. A great deal has 
happened to television in this past 
six years, and some of this has 
made this book out-of-date. To take 
just one simple example, the front 
end-papers contain a map of the 
United States showing tv network 
routes. The legend indicates that 
the solid lines are in service; the 
dotted lines “planned for 1951.” As 
an example of the changes, the map 
in the book shows only Birming- 
ham in Alabama linked up to net- 
works, and nobody in Texas. To- 
day, the networks reach at least 
five Alabama cities and more than 
20 in Texas. 

No mention is made of the recent 
developments of recording pro- 
grams on magnetic tape instead of 
on film. This is having a profound 
effect on the television industry. 

It is obvious that Mr. Battison 
knows his subject. He would be 
doing a great service if he brought 
this useful volume up-to-date. 


© Streamlined Copy-Fitting, Ar- 
thur B. Lee, New York, 68 pages 
plus inserts, $5.95 . . . What’s the 
best method of fitting copy? That 
question has never been finally an- 
swered to the satisfaction of the 
production-minded, judging from 
the stream of type scales, gages and 
gadgets that continue to appear. 
Now an advertising agency crafts- 
man has refined his copy-fitting 
system and offers it as a headache- 
saver to all who have to juggle 
words with artwork and _ white 
space. Basically, he has_ broken 
down 1,560 typefaces into 28 groups, 
keyed to letters of the alphabet 
(with a double A and a double B 
for good measure). For character 
counting in any face listed in the 
book’s comprehensive index, the 
reader simply uses one of these 28 
scales on a handy type gage in- 
serted inside the front cover. Lead- 


ing, elite and pica copy, agate lines 
can all be measured on other scales 
included. An extra feature is a 
computation table for figuring total 
characters in lines up to 130 charac- 
ters and in depths from 2 to 25 
lines. 

























CRAFT-COLOR 


DOUBLETONE 





REE! 


Craftint offers you a brand new, complete 





Shading Mediums Catalogue, Second Edition, 
packed with valuable information and aids 

for all the Graphic Arts. Today, these mediums 
are finding an ever-widening acceptance and 

use for newspaper advertising, direct mail pieces, 
catalogues, sales manuals, maps and graphs, 
cut-away drawings, exploded views, 

production illustrations, architectural and 


engineering drawings, blueprints, television 





and motion picture titles, and many 


other phases of the Graphic Arts. 


<7 


J | 
Wy Xt 


Inside the new red, yellow and gray cover, 27 pages have been added. The 
142 pages are filled with the world’s most complete line of shading mediums: 
adhesive-backed Craf-Tone patterns and Craf-Type alphabets, Singletone and 
Doubletone drowing papers, engravers’ top sheet, Multicolor process, Craft- 
Color colored overlay sheets, also symbols and designs. 


The catalogue contains 25 new Craf-Tone patterns and 78 new Craf-Type faces, 
many of them exclusive. Among the many new working tools featured are: 
special Photographic Red Jumbo Craf-Tone (16” x 21”) in 15 easy to place 
and align patterns for the general printing trade; Craf-Tone and Craf-Type 
sheets with special, high-melting, pressure-sensitive backing for blueprint or 
Ozalid use; Jumbo Typewriter Craf-Type alphabets, popular advertising aids 
in three fonts; ten Reverse Craf-Type faces designed for advertising and art 
departments; imported, exclusive Craf-Type alphabets from France, England, 
Germany, Holland and Switzerland. 


Craftint Shading Mediums Catalogue II is designed in a convenient 6%4”"x9%"” 
size with side-wire binding for easy-opening and longer wear. 


For a FREE copy of the catalogue, write on your 


letterhead to The Craftint Manufacturing Compony, 
1615 Collamer Avenue, Cleveland 10, Ohio. 


THE CRAFTINT MANUFACTURING CO. 


NEW YORK . CLEVELAND . CHICAGO 
1615 Collamer Avenue ° Cleveland 10, Ohio 
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THE MEYERCORD Co. 


REVOLUTIONARY! 


NEw MEYVTERCORD 


Mua) taN) a NULL 


DECAL SIGNS 


Fresh | 
Sever Up! |i 


the All Family Drink 


AUTHO 


-all the advantages of 
pressure Sensitive application! 
-all the permanence of a true decal sign! 


Meyercord research has produced a new Point-Of-Sale sign 
which combines the speed and simplicity of pressure sensitive 
application with the permanence and brilliance of a Meyercord 
Decal. Among the national advertisers successfully using 
Meyercord Pressure Sensitive Decal Signs are Admiral T.V., 

Stag Beer, Seven-Up, Amtico Flooring, Canada Dry, Gunther 
Beer, Arkansas Traveler Boats and others. No water is needed for 
the simple, fast application. As a result, far more of these 
Meyercord Pressure Sensitive Signs go up on location. Routemen, 
salesmen and field crews welcome this new convenience in 
Point-Of-Sale Decals. There are no restrictions as to design, shape 
or colors. They’re available in either halftone or poster style. 
Hurry ... let us send you samples and full information. 

Write on your company letterhead to: 


DEPT. F-207, 
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5323 WEST LAKE STREET 
CHICAGO 44, ILLINOIS 





JULY, 1957 


July 1-August 31 
Ice Cream Festival . . . sponsored by 
American Dairy Assn., 20 N. Wacker 
Drive, Chicago. 


July 1-31 
National Home Cleanliness Month .. . 
sponsored by Home Insect Control Bur- 
eau, P.O. Box 78, Kansas City 41, Mo. 
National Hot Dog Month... sponsored 
by Tee-Pak Inc., 3520 S. Morgan St., 
Chicago. 
National Iced Tea Time . . . sponsored 
by the Tea Council of the U.S.A. Inc., 
500 Fifth Ave., New York. 
Picnic Month . . . sponsored by Amer- 
ican Bakers Assn., 20 N. Wacker Drive, 
Chicago 6. 


July 4 
Independence Day 
proclamation). 


(presidential 


July 14 
Ground Observer Corps Day . spon- 


sored by Ground Observer Corps Proj- 
ect Office, U.S. Air Force, Washington. 


July 15-20 
National Soft Ice Cream Week 
sponsored by Tastee Freez Corp., 75 E. 
Wacker Drive, Suite 1300, Chicago. 


July 21-27 
National Farm Safety Week ... 
dential proclamation) . .. sponsored by 
U.S. Dept. of Agriculture, Washington 
25, and Natl. Safety Council, 425 N. 
Michigan Ave., Chicago 11. 


( presi- 


July 25-31 
Inventors Week . . . sponsored by United 
Inventors and Scientists of America, 
2712144 W. Seventh St., Los Angeles 57. 


July 25-August 1 
National Vegetable Week... sponsored 
by Vegetable Growers Assn. of America, 
528 Mills Bldg., 17th and Pennsylvania 
Ave., Washington 6. 


| wanted testimonials from 


mothers, idiot, not the babies! 



















FA Le: 


Model shown is the STANDARD 
STATMASTER, incorporating a 
completely equipped darkroom, 
measuring 4x4ft., by 61/2 ft. high, 
plus a 14 in. Goerz Artar Red 
Ole Nolte ile lee tte Ure 
ath Mu Meal] 
film up to 14x17 inches. Instruc- 
: tion and installation included in 
a purchase price of $2500.00. 

Other models include the DE-LUXE 

| and INDUSTRIAL STATMASTERS. 


(ae me SM a 
without any knowledge of photography... can make glossy or matte STATS 
ENLARGED or REDUCED...in LINE or HALFTONE... 
NEGATIVE or POSITIVE... ANY SIZE... on any grade of paper... 
dried, ready to use...in minutes —and for as little as per print ! 


The Statmaster will produce the finest, sharpest, 
aoe MSSM let eh Me Le eu Me eel 


Try the Statmaster yourself at our showroom. 
STATMASTER CORP. 19 west 44 St., N.Y. 36, N.Y. OX 7-9240 


oe a 





When the specifications call for economy and a 
quality appearance— MANIFEST BOND is first 
choice. 


MANIFEST BOND has greater bulk for an econ- 
omy paper—and the appearance of a more 
expensive sheet. It’s moisture controlled for more 
accurate register, smoother performance and a 
better-looking job throughout the run. 


Surface-sized for better “erasability”, MANIFEST 
BOND comes in six business-attuned colors and a 
new whiter white. 


Seeing is believing—prove to yourself how 
MANIFEST BOND can bring you better impres- 
sions for lower cost. Your Eastern Corporation 
Merchant will be happy to send you a sample 
packet on request. 


wherever cost 
is considered first 


Manifest Bond is Ist 
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Nianifest Bond 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE « 
MILLS AT BANGOR AND LINCOLN, MAINE 


abl a a PU sem aaa 


4 MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 
* SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO, ATLANTA 
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The Story Behind 
The Pillsbury Bake-Off 


One of the most successful annual promotions is Pillsbury’s 


search for recipes. AR takes a look behind the scenes at the staging 


of this remarkable competition, about to enter its ninth year’s activity. 


By Ted Sanchagrin 
AR Eastern Editor 


Each December for the past eight 
years Pillsbury Mills, Minneapolis, 
and the 100 finalists in the Grand 
National Recipe Contest invade the 
Waldorf-Astoria for the Pillsbury 
Bake-Off. But the fun—and work 
—neither begins nor ends there 


for Pillsbury. 


Part of a six-to-nine-month as- 
signment from the grocery prod- 
ucts division to the public rela- 
tions department, the promotion is 
a major example of publicity prep- 
aration, execution and follow-up 
collated with marketing and adver- 
tising. 

To find out how the promotion 
is handled, AR visited A. L. Pow- 
ell, Pillsbury director of public re- 


lations, in the Waldorf a week be- 


fore the actual Bake-Off. 


> With him were his assigned staff 
of James G. Bennett Jr., publicity 
manager, and Dolores Ryan and 
Maxine Borlaug, product represen- 
tatives. Mr. Powell directs the four- 
man operation, including magazine 
publicity, delegating newspapers to 
Mr. Bennett, television to Miss 
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Last Moment Preparations . . 


Ryan and general arrangements to 
Miss Borlaugh, “coordinator and 
reducer of blood pressures.” 

Their work actually begins in 
the early summer when Pillsbury’s 
Grand National Cookbook with 100 
prize-winning recipes from the pre- 
vious year’s contest goes on sale 
for 25c in supermarkets. The cook- 
book, laid out by Campbell-Mithun 
Inc., Minneapolis, invites entries for 
the next contest, closing date Oc- 
tober 1. 


> This contest forms the base for 
Pillsbury flour advertising and sell- 
ing. To sell flour the miller has to 
have more than just a quality flour 
in a quality package (“any num- 
ber of people can mill equally ex- 
citing flour’’). 

Pillsbury approaches the prob- 
lem by aiming for original recipes 
which can be advertised and pub- 
licized, contestants showing proof 
of Pillsbury flour purchase and en- 
tering recipes using at least a half 
cup of such flour. 

Pillsbury’s public relations de- 
partment ties in its activities with 
marketing’s grocery products divi- 
sion and the advertising agency’s 
newspaper and magazine ads and 
display banners. Letters to former 
contestants and press releases to 
food editors of women’s and farm 
magazines, newspapers, radio and 
television bring start-to-finish-and- 
beyond details. Top recipes and en- 
try blanks appear in bags of flour. 


> Recipe entries go to Lloyd Her- 
rold Co., Chicago, where they are 


screened for contest requirements, 
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. Pencil in hand, A. L. Powell, Pillsbury’s director of 
public relations, briefs his staff in the Waldorf, just before the Bake-Off begins. 


reducing their number to “several 
thousand.” Then the recipes are 
tested in Harvey and Howe Kitch- 
ens, professional home economists, 
which then turn over the best 100 
recipes to Pillsbury. 

Around Thanksgiving the finalists 
are invited to New York for the 
Christmastime promotion. Initially, 
they receive a check for $100 to 
cover incidental expenses, and later 
their round-trip transportation 
tickets—most prefer to go by air. 

Legal releases are filled out for 
the use of pictures and recipes in 
advertising and publicity. Inciden- 
tally, only one contestant in the 
contest’s eight-year-history has 
ever backed down, refusing to make 
the trip. Also, the contest is not 
limited to women—some men and 
boys, a handful or less, make the 
finals most years. 


> In New York, the four-man Pills- 
bury staff finds the tempo of pro- 
motion increases daily. The day AR 
visited the Pillsbury staff quarters, 
incoming and outgoing calls kept 
punctuating the note-gathering. 
That particular day the staff was 
attempting to obtain as_ senior, 
bride and junior guests for the 
awards luncheon Rosalind Russell, 
Mrs. Clifton Daniels (Margaret 
Truman) and Evelyn Rudie, the 
girl who played Eloise on CBS-TV. 
The Bake-Off is held in the “silly 
season” — Christmastime — when 
publication editorial space is not at 
a premium. It is also the peak of 
the flour-selling season. So Pills- 
bury courts the press intently. 


> A guidebook to contestants re- 
minds them that as celebrity cooks 
they'll notice many reporters, edi- 
tors and photographers watching at 
the Bake-Off the day before the 
awards luncheon. “Please do not 
let them distract you,’ the guide- 
book advises. “They want you to 
go right on with what you’re do- 
ing.” Contestants are identified by 
badges, red for seniors, green for 
brides, blue for juniors, plus white 
for Pillsbury staffers. 

An annual problem is the press 
photographer who has to compete 
with the tv camera of “Art Link- 
letter’s Houseparty” (CBS-TV) as 
the $25,000 award is made. The pro- 
gram, live in the past, was filmed 
for later showing this year. Occa- 
sionally the newspaper, magazine 
or wire service photographers ob- 
struct the tv camera in their cov- 
erage zeal. It’s an _ occupational 
hazard. 


> For press release and photo cov- 
erage generally, Pillsbury uses the 
commercial arms of the wire serv- 
ices. Between the time 10 maga- 
zine, newspaper and tv food edi- 
tors select the top 10 winners at the 
Bake-Off and the next day, when 
the awards are announced, releases 
and pictures are available along 
various angles. And the winning 
recipe is ready for Thursday food 
page ads. 


> Whose idea was the contest? How 
much is the budget? How many en- 
tries are received? 

The idea was conceived by Leo 
Burnett Inc., Chicago, advertising 
agency which now handles most 


PILLSBURY 
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Cook Book Promotion . . 
ceries, this announces the contest, as 
well as promotes the sale of flour. 


. Sold in gro- 





Pillsbury mixes. Like all original 
ideas with national scope, “it was 
refined in committee,” Pillsbury’s 
public relations director said. 

The budget and number of en- 
tries are trade secrets (“General 
Mills would like to know that, 
too.”). But it’s billed as a $100,000 
contest, at least. The cost of print 
and broadcast can be measured 
easily enough, but not much else 
outside of prizes. 


> Pillsbury gives away cash prizes 
of $45,000, divided among the top 
ten winners. The company also pays 
for transportation and expenses for 
the 100 finalists, plus the 15 chap- 
erones for the junior contestants. 

A group of additional prizes are 


) 


\aaeeaeea 


awarded to the top two winners, 
provided their entry blank includes 
the name of a cooperating store. 
These prizes this year included a 
Chevrolet, a Hawaiian vacation for 
four, $2,500 worth of Christmas gifts 
or house furnishings, among others. 

Among these special gifts is a 
complete General Electric kitchen, 
valued up to $1,000. General Elec- 
tric supplies this, and in addition, 
gives each of the 100 finalists an 
electric range and mixer, similar to 
those used in the Bake-Off itself. 

This gives additional incentive to 
grocery stores to promote the con- 
test. Pillsbury supplies window 
posters and ad layouts for these 
stores. The prize is given in the 
name of the store, although Pills- 


bury picks up the check. Since evi- 
dence of purchase must be attached 
to each entry blank, the grocer has 
an immediate benefit from the pro- 
motion, as well as the good will 
he may garner from his participa- 
tion. 


> After the Bake-Off is over the 
second phase of the contest begins. 
The winner tours Europe, baking 
and vacationing, then returns for 
a similar tour of the United States. 
She flies to Europe courtesy of Pan 
American. Meantime, the Pillsbury 
publicity mills churn away, while 
the Home Service Center simplifies 
the recipes according to Ann Pills- 
bury style for another cookbook 
and another contest. 44 


IDEA ALBU MI 


DIRECT ADVERTISING EXHIBITS 


Creates identification 


Visitors can't forget the name 
the exhibits at which the 
Yompany representatives 

itors. It reads, ‘Find my mate! Be 
ber. The pins have been number 


s with the same number 
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Bound to Sell 


with Cummins 


"do-it-yourself" 


plastic binding! 


FAT Lidl 
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Handsome, colorful and durable, Cummins plastic adds “sell 
appeal”, longer useful life to presentations, sales aids and re- 
ports. Pages lie flat, are easy to turn and easy to read. And 
Cummins now presents attractive ‘do-it-yourself’ plastic bind- 
ing with safe and simple-to-set Cummins Punching and Plastic 
Binding Equipment for on-the-job binding when you need it. 
Cummins Plastic Binding Material may be had in a choice of ten 
attention-getting colors in popular ring centers. For one, tenora 
thousand copies, make sure they can be bound at a moment's 
notice, bound to sell... with Cummins. 

Remember, Cummins is the nation’s leader in paper punching 
equipment, and has been for more than 70 years. 


Write for descriptive new booklet 
containing complete information on 
Cummins Plastic Material, Plastic 
Binding and Punching Equipment. 


IN BUSINESS AND BANKS @ SINCE 1887 


SEMI-AUTOMATIC SPEED BINDER DESK-A-LECTRIC PUNCH 


: Cummins-Chicago Corporation 
Simplified binding made easier and Completely automatic performance 


faster. Features dialed settings, con- | guaranteed. Eliminates hand punch- 4740 N. Ravenswood Avenue 
venient plastic feed tray,and exclusive ing bottlenecks, effort, pressure and . ie 
automatic release. punching bind. Speeds operation. Chicago 40, Illinois 
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Production Conference . . 
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A production report on Pillsbury’s 14-page 
insert, with six other advertisers, that is 
running in “Better Homes & Gardens.” 


. Production manager Ollie Haugen 


(seated) and assistant Glenn Morrill, Campbell-Mithun, check 


color transparencies for 14-page insert. 


This is the production story be- 
hind what is believed to be the 
world’s biggest magazine food ad. 

The ad is a 14-page four-color 
section scheduled to appear in 
Better Homes and Gardens for 
April. It costs $346,500 for space and 
production. 

It is an ad for Pillsbury Mills Inc., 
and six major cooperating adver- 
tisers, based on winning recipes in 
Pillsbury’s Best Eighth Grand Na- 
tional Bake-Off. 


> Pillsbury and Campbell-Mithun 
Inc., advertising agency for Pills- 
bury’s Best Flour, believe with 
Better Homes and Gardens that the 
ad 


1. Is the biggest magazine food ad 
in history from the standpoint of 
cost. 


2. Probably is the biggest magazine 
food ad in history from a space 
standpoint. 


3. Teams a record number of big 
advertisers in a single major food 
ad. 


The 14-page ad includes three 
two-page spreads, plus front and 
back cover pages — all in full-color 

- and 12 half-page inserts featur- 
ing recipes. The inserts are perfo- 
rated and punched so that they will 
fit the Better Homes and Gardens 
Cook Book. 

Products, companies and agencies 
participating are as follows: 

@ Alcoa Wrap (Aluminum Co. of 


America; Ketchum, MacLeod & 
Grove.) 

e Brer Rabbit Molasses (Penick & 
Ford; Batten, Barton, Durstine & 
Osborn) 

® Crisco (Procter & Gamble; 
Compton Advertising) 

e French’s Vanilla (Atlantis Sales 
Corp.; J. Walter Thompson) 

® Kraft Cheese (Kraft Foods Co.; 
J. Walter Thompson) 

@ Pet Milk (Pet Milk Co.; Gardner 
Advertising) 

e Pillsbury’s Best Flour (Pillsbury 
Mills; Campbell-Mithun) 


» “With 6,000,000 copies of this cook 
book in circulation,” says Pillsbury 
vice president Earl A. Clasen, “we 
expect to garner further impres- 
sions with the ad for a long time to 
come, as homemakers refer to their 
cook books for recipe ideas.” 

Better Homes and Gardens has a 
circulation per average issue of 
4,500,000 and total readers per issue 
number 15.5 million. 


> Producing the ad for an April 
magazine which appears March 23 
required fast footwork by all con- 
cerned. Since the winning recipes 
were not known until December 11, 
after the Bake-Off finals in the 
grand ballroom at the Waldorf-As- 
toria hotel in New York (See page 
23.) 

In order to meet printing dead- 
lines, Better Homes and Gardens 
set a deadline of January 5 for the 
plates. In order to meet this dead- 


line, engravers required a deadline 
of December 17. So complete color 
photography had to be accom- 
plished in three working days. 

Each brand supervised photog- 
raphy for its own segment of the 
ad. This work was handled on a 
split-minute schedule set up and 
coordinated by art director Len 
Avery, Campbell-Mithun, and the 
photography was by Studio Associ- 
ates, New York, in their New York 
studio. 


> The background of the color pages 
comprises vast panoramic. color 
photos showing the Bake-Off finals 
in the grand ballroom of New 
York’s Waldorf-Astoria hotel. 

In order to make such pictures, 
the photographers used $60,500 
worth of lighting equipment weigh- 
ing 8,000 pounds. 


Press Sheets . Early press sheets of 
the 220-ton, two-month run are checked 
at the printers 
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2 HANDY GUIDES 


Les 8a) 


VELVA-GLO 


COLOR SELECTOR... 
takes guesswork out 
of specifying fluo- 
rescent color for 
your silk screen dis- 
plays and painted 
bulletins. 


COLOR CARD...con- 
tains samples and 
suggestions for using Velva-Glo flu- 
orescent papers and cardboards. 


Write for yours TODAY 
RADIANT COLOR CO. 


830 Isabella St., Oakland 7, Calif. 


Manufacturers of 


ELVA-GLO*® 


Fluorescent Papers » Cardboards 
Screen Colors + Bulletin Colors 
Signcloth 11 
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Delivered with Speed 


Big run jobs have you on the run? Take a tip 
from leading firms and consult Carey. Round- 
the-clock operation, roll fed presses, inventory 
roll stock and sheeting equipment meet and 
service any quality demand at substantial sav- 
ings. Why wait for deliveries when you can call 
Carey Press... ask for 
Art Friedman, Sales Manager ¢ CH 4-1000 
62 YEARS OF ACHIEVEMENT 
STATEMENT ENCLOSURES 
PACKAGE INSERTS 
CIRCULARS AND CATALOGS 
PUBLICATIONS 
REFERENCE MANUALS 
DATA BOOKS AND DIARIES 
PHOTOGRAPHIC BOOKS 
CAREY PRESS CORP. + 406 W. 31st ST.- N.Y. 1 
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Conference by Phone. . 


. With six agencies and seven clients, the phones were kept 


busy. Here at Campbell-Mithun, coordinating agency, are Mike Saunders, copywriter, 
Len Avery, art director, James R. Peterson, Pillsbury’s brand supervisor, and Bob 


Nevin, account executive. 


> All mechanical production was 
handled through the Minneapolis 
office of Campbell-Mithun. Oliver 
Haugen, production manager for 
the agency, worked with three en- 
graving firms in Minneapolis and 
Chicago to assure production of 
four-color plates in nine working 
days as compared with normal fast 
time of 15 working days. 

Engraving firms which did the 
work were Collins, Miller and 
Hutchings Inc., Chicago; Minnesota 
Engraving & Colorplate Co. Inc., 
Minneapolis, and Buckbee Mears 
Co., St. Paul. 


> On one occasion a midnight tele- 
phone call to a representative of 
Buckbee Mears Co. resulted in 
alerting a key crew of engravers 
for a 5:30 am. start on January 4 
on last-minute details. Proofs were 
obtained at 10:30 p.m. that night 
and okayed at 1:00 am. the next 
morning. 

In preliminary planning stages, 
pattern copy for all brands had 
been written by Campbell-Mithun 
copywriter Miss Mike Saunders. 
Finished copy was handled by each 
of the participating agencies. This 
was sent to Minneapolis by teletype, 
telegraph and telephone, some of it 
being taken over the phone in 
shorthand. 

Position in the ad was determined 
by a drawing of lots at a meeting 
of representatives of the participat- 
ing agencies, held in the board of 
directors’ room of Chicago’s Palm- 
olive building. 


> Planning for the ad _ necessarily 
had to start well in advance. With 
the insert requiring 220 tons of pa- 
per, and two months of presstime, 
the normal closing date of BH&G 
was obviously too late. A non-can- 
celable commitment was signed 
three months ahead of the normal 
closing date. This pushed the de- 
cision to six months prior to pub- 
lication. 

Warren Peterson, Pillsbury mar- 
keting director, has come up with 
the figure of $36,500 as production’s 
share of the budget for this ad. 

Following on the heels of Bis- 
quick’s insertion in Coronet (see 
AR, February), this may presage 
something of a trend. 44 


Anniversary Brochure 
Takes New Approach 


When Collins, Miller & Hutchings 
Inc. Chicago _ photoengravers, 
wanted to celebrate its 25th anni- 
versary, it decided to get away from 
the pompous dignity that the occa- 
sion too often brings out. So in- 
stead of having the officers sit 
stuffily behind their desks, an in- 
formal group photograph was taken. 
The men gathered in shirtsleeves 
in the shop, around a copy camera. 
Copy and artwork was in the same 
informal vein. 

The booklet, 81x10”, is printed 
on Warren’s Lustrogloss, with a 
Kromekote cover. Original color 
photographs were taken by James 
Brown, and the book was designed 
by Burton Cherry and printed on 





letterpress by Runkle-Thompson- 
Kovats Inc. Plates, of course, were 
made by CM&H. 

Distribution, of about 4,200 
copies, was made to people on the 
CM&H promotion list, which in- 
cludes top agency and advertising 
people. It was sent out in a spe- 
cially-made container, in a dull 
black, produced by the Container 
Corp. 44 


ATF Adds New Models 
To Offset Press Line 


Two new offset presses have been 
announced by American Type 
Founders, Elizabeth, N. J. Both were 
produced in the plants of George 
Mann and Co., Leeds, England, for 
whom ATF acts as exclusive Amer- 
ican representative. The high-speed QTUIUALITON E& 
ATF-Mann N-135 single color offset 
press is the latest addition to the line, 
first introduced here in 1950. The 
N-135, capable of producing quality 
printing at 7,000 iph, embodies sev- 
eral unusual features, such as an 
automatic “early feed” detector and 
Plexiglas safety guards, covering the 
cylinders and ink rollers at the de- 
livery end. 44 


Plastic-Treated Paper 
Made for Containers 


Paper and foam plastic will be 
combined to form lightweight con- 
tainers which withstand high hu- 
midity and shipping stresses, the St. 
Regis Paper Co. recently an- 
nounced. With equipment now being 
installed, the paper and plastic will 
be laminated together in a con- 
tinuous roll, then converted into 
containers at a company converting . 
plant. This sandwich-like paper is Cuneo Qualitone Offset 
reported to retain high compression " ope 
strength under conditions of severe when planning your printing. 
humidity. 

Containers will be light enough in 
= = — — — _ Copywriting Black and Multi-color printing 
and to provide good insulation qual- ; 
ities oa high moisture vapor onl Design and Typography —Letterpress 
tection, the manufacturer states. 44 Catalog Planning —Gravure 

Composition —Offset 
Photoengraving Binding 


Plate Making Mailing and Shipping 


Investigate 


The Cuneo FPress, Inc. SC 


2242 South Grove St., Chicago 16, Ill., Victory 2-2100 


NEW YORK—COlumbus 5-5544 LOS ANGELES—LUdlow 3-3451 
PHILADELPHIA—GArfield 6-6500 MILWAUKEE—BRoadway 6-5340 
CAMBRIDGE—KIrkland 7-9600 


Sales representatives in all major cities 
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MEDIA DIRECTOR 


ACCOUNT EXECUTIVE 


PART | — PRODUCTION 


Handling Advertising Effectively 


TELEPHONE Ri 


Anybody who handles advertising can profit from the procedures manual of 
Stromberger, LaV ene, McKenzie, Los Angeles agency, one of the most 


complete AR has seen. Here is the first of a series of excerpts. 


There are few businesses more 
variable and unpredictable than ad- 
vertising agencies. This is primarily 
a service operation, highly individ- 
ual and highly creative. 

Nevertheless, the agency business 
is dependent on handling a great 
deal of down-to-earth, practical 
production problems. Physical 
properties must be bought, the ac- 
tivities of many crafts coordinated, 
schedules established and met. 

Many an agency has found that 
its energies are drained into the 
routine aspects of production, leav- 
ing little time or strength for the 
more creative aspects of advertis- 
ing. 


> An obvious answer is an opera- 
tions manual, which will serve as 
a guide to all employes, a hand- 
book of smooth handling. Yet few 
agencies, regardless of their accept- 
ance of the idea, have actually in- 
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vested the time and energy in 
drawing up a manual that is com- 
plete in all details. 

One of the exceptions is Strom- 
berger, LaVene, McKenzie, Los 
Angeles, which has completed a 
looseleaf manual, and keeps it up 
to date. AR is grateful for the per- 
mission of S-L-M to reprint, in this 
and succeeding issues, sections of 
this manual. 

One word of warning. Since no 
two agencies are alike, in the per- 
sonalities of their principals, in the 
nature of their accounts, in their 
approach to advertising, no two 
manuals can be alike. A manual 
must grow out of the actual philos- 
ophy and practice of the agency. 
So this is not a manual for any oth- 
er agency, but can better serve as 
an example of what can be done, 
and how one agency has done it. 
It cannot be adopted bodily, but 
we hope it will be instructive and 


inspirational. With this comment, 
we present the first selection from 
the Stromberger, LaVene, McKen- 
zie operations manual. 


Production Department 
Procedure 


General: The physical appearance 
of the advertising produced by the 
agency is the joint responsibility of 
the art and production departments. 
Aside from its prime importance in 
the effectiveness of the advertising, 
this is the “showcase” of the agen- 
cy, by which our ability is fre- 
quently judged. The importance of 
the work cannnot be over-empha- 
sized. 


Responsibility and Duties: The pro- 
duction manager is responsible for 
the physical production of printed 





bive your 
Newspaper ads 


Commanding Advantag 
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Your newspaper ad must be seen to be effective. With Reilly PLASTIC- 
TYPES® you can be sure of perfect reproduction, and the resulting high 

REILLY readership. 
PLASTICTYPES PLASTICTYPES give the best performance of any newspaper plate be- 
made from the exclusive cause of the care and skill which go into their production. Reilly is the 
only electrotyper employing engravers for quality control, to assure you 
DURAMATRIX, of flawless precision in dot structure, type formation, plate thickness and 
the key to depth. Every Reilly pattern plate is routed to a guaranteed depth of 
high-fidelity molding, .055” in open areas, to assure brilliance and clarity in the reproduction 

developed & produced of your ad. 
ONLY by REILLY We will be glad to show you tear sheets from a recent national cam- 
: paign to prove that Reilly PLASTICTYPES give the best reproduction of 

any newspaper plate. 


REILLY ELECTROTYPE DIVISION ¢ 305 E. 45TH STREET, NEW YORK 17 N.Y. 
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Production Department at Work . . 


. Leo Sullivan, traffic manager, checks the art 


files; Walter Berk, production manager, looks for a proof; Martha Lester types out 
a purchase order. Space may be limited, but not the work to be handled. 


advertising. The maintenance of 
work-flow schedules and traffic, as 
outlined in the traffic procedure, is 
also a responsibility of the produc- 
tion manager. 

Close liaison between the produc- 
tion manager and the art director 
will be maintained in order to effect 
quality control. 

All jobs requiring printing, en- 
gravings, mats, stats, and other ma- 
terial that must be produced (with 
the exception of mimeographing 
and producing form letters, which 
will be handled by the account sec- 
retary), are the responsibility of 
the production department. “Art 
only” jobs are handled by the art 
department, with production main- 
taining traffic control. 

The production secretary shall be 
responsible for files and records. 


Work Flow: Upon receipt of a job 
order, the production manager will 


contact appropriate suppliers to 
produce the necessary material per 
schedule. It is the production man- 
ager’s responsibility to determine 
that final reproduction will be of 
the desired quality before the order 
is placed. The art director has the 
responsibility of final quality-check 
on produced material or intermedi- 
ate proofs. 


Estimating and Costs: When neces- 
sary, cost estimates will be com- 
piled and submitted to the account 
executive. Only gross figures will be 
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used in submitting estimates. Where 
a budget exists, production should 
be advised, on the job order. In 
every case, costs will be discussed 
and approximate limits established 
with outside vendors before they 
are given a go-ahead. 


Purchasing: The job order is the 
only authorization for the produc- 
tion department to make necessary 
purchases. Following a discussion, if 
necessary, with the selected suppli- 
er, purchase orders are issued de- 
scribing in detail the specifications 
required, including cost data on 
purchases of variable cost items. 

Purchase orders are written in 
triplicate; white copy to supplier, 
brown to accounting department, 
and blue to traffic, where informa- 
tion on purchase is transcribed to 


End of the Trail . . . Into the client's 
scrapbook goes a sample of the ad. 


control card. Purchase orders are 
recorded at the time of issue on the 
reverse side of the job order as a 
record of where purchases were 
made and their cost, as well as to 
signal outstanding invoices. The 
blue copy of the purchase order is 
then returned to production depart- 
ment files. Purchase orders are 
numbered the same as the appli- 
cable job order, followed by the 
letter “P” and a number indicating 
sequence of issue. Where time al- 
lows, competitive bids will be ob- 
tained on printing or other work, 
taking into account quality of work, 
ability to meet schedules and cost. 


Approvals: The production man- 
ager will make certain that finished 
artwork has been approved and 
initialed by the account executive 
and the art director before releasing 
same to a printer, engraver or other 
supplier. It is his responsibility, 
also, to approve and initial artwork 
for its correctness as to preparation 
for reproduction, as well as proof- 
reading against copy. 


Proofs: To insure that proper leg- 
end and ad number appear on 
proofs, this information must be 
typed on all copy as “copy.” 
Publication proofs will be re- 
ceived and checked by the produc- 
tion manager, who will pass on 
them for correctness. Engravers’ 
and printers’ proofs will be received 
and checked by production, neces- 
sary corrections noted, and the 
proof passed to the art director and 
the account executive for approval. 
When the proof is returned, pro- 
duction will verify necessary cor- 
rections with engraver or printer. 


Printing Samples: Production de- 
partment shall obtain samples of 
printed matter from all vendors for 
approval by the account executive 
before delivery to clients. Traffic 
will follow through with suppliers 
to assure that this is done per 
schedule. 


. The production de- 
partment is responsible for standards. 
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Can you tell the difference in the illustrations on 
the front and back of this insert? The illustration 
on the front was printed letterpress. The illustra- 
tion on this side was printed offset. Interstate 
Printing Company gives you faithful plate 
reproduction and tone values whether it is printed 
letterpress or offset. Whatever your printing 
problem may be, Interstate can solve it for you 
with the finest printing and give you fast service. 


CAN YOU TELL THE DIFFERENCE 


Interstate turns out their printing on_ fast, 
single color presses using high-gloss inks that 
cannot be run on multi-color presses. 

You pay for the finest printing. Do you get it? 
If not, try us. We never fail to make a delivery 
on time. LETTERPRESS OR OFFSET. 


PRIN TEN G 


CA 22-9507 * M&M BLDG. * HOUSTON, TEXAS 
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Budget Estimate . . . The production de- 
partment is responsible for getting the 
estimates of costs of projects. 


Closing Jobs: When a job has been 
completed and delivered, the job 
order is placed in a “completed 
file” awaiting outstanding invoices. 
As invoices are received, the 
charges are recorded by the pro- 
duction secretary opposite the pur- 
chase order record on the reverse 
side of the job order. If charges are 
in order, the production manager 
initials the duplicate copy of the in- 
voice which is returned to the ac- 
counting department. 

When the last outstanding invoice 
is received and recorded, the pro- 
duction copy of the job order is re- 
moved from the “completed” file 
and sent to the accounting depart- 
ment as an authorization to final 
bill. 

The production secretary will fol- 
low up suppliers for early submis- 
sion of invoices after filing job has 
been completed. 


Job Envelopes: A job envelope is 
prepared by the production secre- 
tary for every production job. Job 
number and a brief description of 
the job are noted in the upper left- 
hand corner, 


filed by 


and the envelope is 
client and number. Into 


this envelope is placed all material 
pertaining to the job, with the ex- 
ception of artwork. When the job is 
finished, samples are filed in the job 
envelope which is then transferred 
to a “completed job” file. 

A review of job envelopes should 
be made by members of the pro- 
duction department every eighteen 
months, at which time useful mate- 
rial should be removed, and the 
rest discarded. 


Proof Files: Proofs of all ads are to 
be filed by client, division and ad 
number. Sufficient quantities of the 
proofs should be filed for antici- 
pated needs, but should be re- 
viewed periodically to avoid build- 
ing up a cumbersome file. 


Art Files: The production secretary 
will be responsible for art files, as 
well as for production files. Art 
files, however, will be maintained 
in accordance with instructions 
from the art director. 


Scrapbook: Samples of all printed 
advertising, i.e., ads, brochures, di- 
rect mail pieces, etc., will be pasted 
in a scrapbook according to client, 
by the production secretary. 

Next to each sample in the scrap- 
book will be pasted a record of sup- 
plier, quantity, and the art and pro- 
duction costs. 44 
Next Month: What c 
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Catalog Closeup... 


Planning Manual? 
Guides Give Hints 


Catalog design has come a long 
way since the days when 6 pt. 
solid copy and one-inch cuts made 
readers squint to discover the ad- 
vertiser’s wares. Credit for this goes 
to many in the graphics industry, 
but to none more than to binders, 
who have thought out lots of the 
hard problems in catalog planning 
and made many a mammoth book 
easy to wield and readable from 
inside to outside margin. A round- 
up of recent catalog aids to reach 
AR shows that progress keeps on 
apace. 


Pocket File 
On Catalogs 


Recognizing a good 
thing when he saw 
it, Jack Sloves of 
Sloves Mechanical Binding Co., 
New York, obtained permission re- 
cently to reprint a “think-piece” 
on cataloging first brought out by 
Sweet’s Catalog Service. This 20- 
page booklet sets out to show that 
marketing efficiency can be radi- 


COORDINATION 
AND SKILL ... 


. THESE TWO ELEMENTS 
PRODUCE THE FINEST 
PHOTO ENGRAVINGS. 

USE DOT FOR BEAUTIFUL 
COLOR, OUTSTANDING 
BLACK AND WHITE. 


600 W. VAN BUREN ST 
CHICAGO 7, STATE 2-5367 


Col. Gat Rew! | 


| Promotion ideas packaged in familiar and 
t drab looseleaf covers imply horse-car era sell- | 
ing. American-Standard’s '56 TV planbook gets | 
| positive results with its contemporary design. | 
en color — pale blue with vivid helio- 
trope — screenprinted on buckram, made it al 
stopper. | 
| For a headstart with good design resources 


call or write to see Sloves’ custom samples, 7 
— Dept. AR-4. 


iS LOVES! 


| MECHANICAL BINDING CO. INC 
601 W. 26th ST., NEW YORK 1, AL 5-2552 : 


April 1957 + ar «+ 33 





recogn iged leaders 





Co tins, het \ 


MILLER 
& HRutcuHincs, INC. 


333 WEST LAKE STREET AT WACKER DRIVE + CHICAGO 6, ILLINOIS 


America’s Finest Photoengraving Plant for Letterpress and Gravure 


ane n al ra o0¢ 


prompt . Look o0ke 


Beaverite Reanedeedl 
Covers and Binders 
Write for Bulletin 100 


BEAVERITE 
PRODUCTS, INC. 


BEAVER FALLS, N.Y. 
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cally increased by improved cata- 
log procedure. 

It’s intended as a concise aid to 
all concerned with the organiza- 
tion, form and use of catalogs. Sub- 
jects covered include: 

e The use buyers make of catalogs 
@ Principles of catalog design 

® Production hints 

® Coordination of the catalog with 
advertising and selling. 

The guide is available. 


. « for more details circle 837, page 113 


Catalog Covers Hints on preparing 
By Silk Screen catalog covers are 
offered by Coast 
Book Cover Co., Los Angeles, 
which specializes in silk screened 
covers. A new “production-line” 
screen process machine turns out 
multi-color work at much higher 
speeds than conventional hand- 
operated equipment, a recent re- 
lease states. This in turn is reported 
to result in considerable savings. 
Precision register and uniform 
ink coverage are cited as unusually 
good. The company, in addition to 
its catalog experience, has worked 
with sales manuals, price books and 
indexes. 


. for more details circle 838, page 113 


Plastic Binding For do-it-yourself 
Made Easy binders, Plastic 
Binding Corp., 

Chicago, has prepared an informa- 
tive, illustrated manual. This guide 
to plastic binding tells how offices 
and studios can bind catalogs, bro- 
chures, reports, etc., using Plastico 
punching and binding machines. 

These small, portable, hand-op- 
erated machines were originally de- 
rived from larger professional bind- 
ing units. The company turned to 
producing these models after ex- 
perience in manufacturing machines 
for large binderies. 

A copy is available. 


. for more details circle 839, page 113 


‘Punchy’ Books Putting the “punch” 
By Cummins in catalogs is easy 

with a new hand- 
operated punching machine devel- 
oped by Cummins-Chicago Corp., 
according to a recent announce- 
ment. The machine is reported to 
punch up to 25 sheets of average- 
weight paper. The holes made by 
the full row of 21 punches, spaced 
on popular plastic binding ring cen- 
ters, bind a 12” length. 

By multiple operation punching, 
practically any length of sheet can 
be used because of the machine’s 
open-end throat. Thousands of 
sheets per hour can be handled ef- 
ficiently, the company states. 

Details are available. 


- for more details circle 840, page 113 





A Basic Guide to Paper 


Ready for you to file for future reference, 
AR presents the first in a new series of 
basic guides to advertising fundamentals. 


Paper is your first and most flexible tool in 
planning a piece of printing. One of the five 
major printing processes — a curve running 
from letterpress to flexography — must repro- 
duce the job, but the range of suitable paper 
stocks is infinitely greater. By the choice of 
paper you make, you can modify the appear- 
ance of the type, sharpen or diminish the im- 
pact of halftones and make possible an effec- 
tive third dimension with die-cutting. The 
stock you select can add color to your printed 
piece at no extra premium. Whatever impres- 
sion you're aiming at — utility, novelty, lux- 
ury — it starts with your initial paper decision. 


Four Pointers in Paper Selection 


In focusing on the right paper for a given 
job, here are some basic pointers: 


1. Consider the end use of the paper. Is it to 
be a direct mail folder, with illustrations in 
spot color? A letterhead to convey company 
prestige? A booklet with line cuts and text 
only? 


2. Decide on the features that should be most 
important in the paper. Remember that in 
manufacturing, if one characteristic of a sheet 
is increased, others are usually changed. For 
instance, if brightness in a book paper is in- 
creased by bleaching or adding fillers, fiber 
strength is correspondingly weakened. Again, 
good folding strength requires long fibers—but 
at some cost of brightness. Which qualities 
matter most in the job? 


The 11 Most Economical Sizes 


The following page sizes cut 


pel 
from standard paper sheets 


Page size 
33g 

334 X Sh 
41, X $3, 
4\n X 6 
4 xX If 
5l/, x 75/2 
SV. X 8p 
6 ¢ Qh 

73, X 

BY, X cape abr 35 X 
914. X 12! ee ica oe ae 


Taken from ‘A Workbook for Planning 
Printing,’’ issued by S. D. Warren Co 


3. Discuss the trade customs of paper buying 
with your printer or paper merchant before 
you order. These are the “unwritten laws” of 
the industry that affect over- and under-runs, 
special sizes and weights, packing, delivery 
and returns. Knowing these can save you a lot 
of money and headaches. 


4. Keep samples from each job for future ref- 
erence. You'll find them valuable for compari- 
son of specimens from different cartons and 
useful when reordering. 


A Checklist for Specification 


> With these points in mind, you can go on to 
a closer scrutiny of your specific needs. The 
next time you order paper, try giving yourself 
this mental questionnaire: 


e Process . . . How will the job be printed? 
The answer will determine whether you use a 
letterpress, offset or gravure stock. While many 
offset stocks can be run letterpress, the reverse 
is not usually true, due to differences in sizing 
and moisture resistance. Gravure requires an 
absorbent sheet with a high finish, such as 
supercalendered. Screen process can be used 
with a variety of papers. 


@ Illustrations . . . What type of pictures will 
be used? Line cuts or halftones? If halftones, 
what screen? Uncoated book papers, such as 
antique, produce sharp results with line cuts; 
continuous tone illustrations and photographs 
look best on coated papers. 

Will the illustrations be in black and white? 


Paper Measure 
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A Basic Guide to Paper 


Spot color? Three- or four-color process? Spot 
color may be used effectively on uncoated 
stock if there are no tonal effects; for tones and 
color process illustrations, coated papers are 
best. 


© Writing and erasing qualities . . . Is the piece 
designed for pen-and-ink and ballpoint writ- 
ing? Bonds and ledger papers are sized for 
letterpress and offset printing as well—a plus 
to remember when ordering letterheads. Good 
erasing comes with a rag content writing 
paper. 


e Bulk ... Is it desirable that the piece “bulk 
out,” look somewhat thicker and fuller for its 
number of pages? A high-bulking book paper 
can make a short text look much more im- 
pressive. Or is thinness a requisite? Bible and 
onion skin combine thinness with strength. 


© Weight . Will the job be distributed via 
direct mail? Then lightweight paper may be a 
definite asset. Or will it be an insert in a maga- 
zine? A cover stock will stand out from the 
rest of the magazine’s contents and stop read- 
ers’ attention. 


© Usage Will the piece be exposed to 
water, grease or oil? Then consider some of the 
plastic-impregnated stocks, which resist mois- 
ture and are washable. Will the material be 
handled frequently? A heavier weight of paper, 
with a pyroxolin-coated or laminated cover, 
may be indicated. 


© Permanence ... Will the piece have to last 
indefinitely? Papers high in rag content are 
best for durability and sturdiness. For shorter 
life, sulphite stocks are adequate; shortest- 
lived of all are groundwood papers like news- 
print, which have the greatest economy. 


@ Size ... What size will the piece be? Each 
type of paper made—writing, book, cover, bris- 
tol, blotting—is usually cut in a standard size. 
Writing paper, for example, is trimmed to a 
base size of 17x22”, which divides into four 
815x11” sheets. Keep the base size in mind 
when laying out any printed booklet. Discuss 
the dimensions with your printer and binder 
beforehand to avoid waste and spoilage and to 
make the most efficient use of your order. 


© Folding and die-cutting Using a cover 
stock? Be sure it is folded with the grain, so 
that the booklet will lie flat. Long grain is the 
prevailing direction of the paper’s fibers. In 
magazine or catalog inserts, the grain should 
run the short direction so that it is stronger 
and more rigid and stands up better. 


© Binding .. . Is the stock cut the right way 
for your particular type of binding? Be sure 
that the paper selected is not too heavy for the 
fold or sewing used. 


© Opacity Is this important, or do you 
want a show-through effect? Both book and 
writing papers offer a wide range of opacity. 
Tissues and glassines, on the other hand, per- 
mit the reader to see through the sheet. 


® Paper color ... Is the job to be printed on 
white? If so, which shade of white? There are 
blue-whites, cream-whites and pink-whites. 
Settle on the degree of brilliance and reflect- 
ance you want. 

In color, duplex enamels provide a bonus of 
two shades—one on each side. Conventional 
single-color grades come in a wide variety of 
colors. 
® Texture ... Should the job have a smooth, 
cockle or plate finish? Are unusual textures 
desirable? These are especially popular in 
cover stocks, which can have ripple, woodgrain, 
leather and other finishes. 
© Reprints and reorders . . . Will the job prob- 
ably be reprinted? If so, check with your 
printer or paper merchant on the availability 
of the brand you ordered. You may want the 
printer to stock enough for future runs. 


Standard Sizes vs. Special Sizes 


The differential for special sizes in lots of 2,000 to 
5.000 pounds is 10%. In many cases the adding of 
this differential makes a special size order cost 
more than the same number of sheets in the next 
largest standard size. Often, therefore, it is cheaper 
to order the next larger standard size. 

The following table will be of help to you in 
arriving at the advantageous size to buy. 


Standard 38x50 
If ial size in be 

38 x 50. For 
with the 10 


Standard 36x48 


Standard 35x45 


Standard 32x44 


Standard 28x44 


Standard 28x42 
: size 261/, 
1uch as the st 
x 42. For sizes between / 
ind 28 x 42 buy the 28 x 42 


rANnc 
Al 


saving in money 
Standard 26x40 

Any special size in 
40 and 25 x 3 
26 x 40. Buy 2 


1} 
ii 


40 as « 


wil 
x 


Standard 25x38 
Buy the 25 x 38 size as more eco- 


nomical than any size in between 


Standard 24x36 





In the largest 
cities—and in the 
smallest villages, 
too—Nekoosa 
Papers are serving 
American business 
with a complete 
line of papers for 
every office and 
every office use. 
‘Thousands of 
printers can supply 
them... more than 
135 Nekoosa 

Paper Merchants 


distribute them. 


NEKOOSA-EDWARDS 
PAPER COMPANY 
Port Edwards, Wisconsin 


and from 
coast to coast... 


AMERICA DOES 
BUSINESS ON 


PAPERS 


Nekoosa Bond Nekoosa Ledger * Nekoosa Duplicator . Nekoosa Mimeo 7 Nekoosa Manifold 
Nekoosa Offset Nekoosa Opaque * Nekoosa Master-Lucent . and companion ARDOR Papers 
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PLANNING 


DEPENDS ON FACTS 


Few executives have time to read a suffi- 
cient number of trade papers. We do 
it for you; provide pertinent clippings 
from over 5,000 periodicals in the cate- 
gories listed below, and do it in a 
thorough and dependable manner. 


Consumer Trade 
Religious Farm 
Medical Labor 


industrial 
College 
House Organs 


American Trade Press 
Clipping Bureau 


15 East 26th Street — New York 10, N.Y. 
Telephone: Le 2-5969 


IF YOU SPECIFY TYPE | 


Let us prove how the 


WORLD'S HANDIEST TYPE BOOK — 


can save you 40 minutes a day 


We'll mail you a copy for 10 days FREE trial. 
Use the 389 transparent overlay alphabets on 
your own work. Keep the book free, if you place 
$100 worth of work with us. Over 4,000 in use. 
This is the eighth edition. Send postal today. 


F.H. Bartz, 112-114 W. Kinzie St., Chicago 10, til. 


You can have 4000 proofs now—and 
1000 new ones yearly. Pay only for 
what you use @ $2 each or have Un- 

limited use for $9.95 monthly. We 
license only rated agencies & Nat. 
Advtsrs. Handbook #9 now ready— 
send for License Form and samples. 


STIVERS STUDIO 
BOX 3684 + SAN FRANCISCO 19, CALIF. 


DALTON 
‘“*‘admaster”’ 


100% reg layout and visualizing pod 


Bienfang Paper Co., Inc. 
metuchen, new jersey 


TEL-A-STORY COMMANDS 
ATTENTION! 


Gives Your Product 
A Colorful 

Moving Message 
That Sells 


CROWDS ... The Tel-A-Story 
PEPS UP POINT Automatic Projector 
OF SALE... will sell your prod- 
STIMULATES SALES uct using twelve 
MEETINGS 35mm or 2” x 2 
square transparen- 

cies on a 156 sq. in, picture screen. 
Copy changes automatically every six 
seconds. Economical to own and use. 
Ideal for any type product or service. 

Write Dept. N. 


for illustrated brochure 
and prices 


DRAWS CONVENTION 


a) Ls 


523 Main Street, 


Davenport, lowe 
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Company Daily ... 


Hallimark Staff issues 


Lunchtime 


By Mildred Weiler 
AR St. Louis Correspondent 


A daily newspaper of their own, 
placed in the hands of 2,000 em- 
ployes by 11 o’clock each day, is a 
successful, smooth-running project 
at Hallmark Cards. 

Noon News serves the 2,000 em- 
ployes at Hallmark’s general head- 
quarters in Kansas City, and an- 
other 1,500 co-workers scattered in 
various other installations around 
the country who receive the paper 
on a delayed basis. 

Preparation of each day’s edition 
begins the afternoon before, when 
the editor, Stan Diner, a former 
newspaperman, whips into shape all 
but late items. 


> Just prior to the 10 a.m. deadline, 
the editor contacts the Kansas City 
bureau of the United Press to check 
wire news. He takes by telephone 
one or two paragraphs of the latest 
and most important stories. Only 
those stories that have broken since 
the city’s morning papers are con- 
sidered, with emphasis on those 
that have developed since start of 
the working day and which em- 
ployes could not have heard on tv 
or radio newscasts before coming 
to work. 

Copy is set on a Varityper. Ban- 
nerlines frequently are  hand- 
lettered by an advertising artist to 
point up an important story. Rou- 
tine heads are set on the machine. 
Copies are reproduced from the 
master copy on a Multilith and the 
paper is in the company’s dining 
room in time for the first lunch 
shift at 11 am. (The plate is made 
from the completed dummy by 
Xerography from which the master 
copy is pulled). 

A clear plastic stand, engraved 
with the name Noon News, is at the 
entrance to the employe dining 
room. As diners enter the twin 
serving lines they pick up their 
copies of the daily and either read 
as they stand in line or carry the 
paper along with the food tray. 

A company spokesman said the 
advantages of a daily as a means of 
communication, as well as employe 
response to it, are excellent. 


> A survey question, “Do you feel 


Newspaper 


Noon News is worthwhile and 
should be continued,” brought a 
favorable response of 98 plus. 

Reproduced on an 81x11” sheet, 
three columns to the page, Noon 
News is distributed Monday through 
Friday. 

In addition to the local, national 
and international news releases, the 
daily carries the latest weather re- 
port, terse features about company 
and personnel activities, anni- 
versary announcements, which 
please people when congratulations 
come exactly on the anniversary 
date, plus civic and educational fea- 
tures. 

Occasionally an entire edition is 
devoted to promoting a company 
activity such as the giving of six 
free tickets for each night’s and 
weekend ballgame, and information 
on how to obtain tickets for 
entertainment features. 

The daily also does an educa- 
tional job on getting out the vote, 
by articles which explain, “What is 
a primary,” and listing voting dates 
and places. 


local 


>» Like most large companies, Hall- 
mark Cards publishes a company 
magazine, a 24-page bi-monthly in 
two colors. However, many im- 
portant things happen between is- 
sues. 

Formerly many announcements 
were pinned to bulletin boards or 
announced over the company’s P.A. 
system. The company, however, felt 
that the written word of communi- 
cation would do a more effective 
job and Noon News was established 
to improve communications. 

First edition was issued in April, 
1954, on a test basis. It was an im- 
mediate success. 

Although the daily does carry a 
one, two or three line inspirational 
message, and one joke each day, 
Noon News does not carry canned 
or filler type material. 

Employes are quite news con- 
scious and call the editor to give 
him news tips. 

The concise, high quality writing 
used in the daily, in order to get 
all the news in capsule form for 
quick reading, is an important fac- 
tor in the acceptance of Noon News. 
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By Walt Seifert 

Public Relations Department 

Byer & Bowman Advertising Agency 
Columbus 


A company open house is one of 
the most profitable things you can 
do, provided (a) you have a legiti- 
mate reason for inviting people in, 
and (b) you plan each step of the 
program carefully. 

“Reason” is most important. No 
one gets enthusiastic over a 17th 
anniversary or the dedication of a 
new men’s room. But a 10th, 25th, 
50th—or the formal opening of a 
large new building—that’s honest 
news. 

It’s axiomatic, but bears repeat- 
ing, that every company has many 
different “publics.” If you’re con- 
sidering an open house, why not 


run a series of affairs tailored for 
each specific group? 


@ Press-Radio-TV: A special pre- 
view for representatives of these 
media always pays off fine. Hold it 
the first night. Have a bar and light 
buffet. Be sure that everyone on the 
editorial, broadcasting and telecast- 
ing staffs is invited. Extra drinks 
cost less than hurt feelings. 

See that these guests tour your 
plant. Introduce them to your offi- 
cials. Have company information 
available on crisp factsheets rather 
than windy handouts. These guys 
and gals are pro’s. They'll cover 
your news without being pounded. 

This first program may be the 
right time to invite your civic offi- 
cials. They enjoy fraternizing with 
the press on social occasions. Be 
sure to include your fire and police 











Uls to avoid. 


the mill 


chiefs, sanitary inspector, post- 
master and others who constantly 


serve your firm. 


© Family Night: Your second re- 
ception can be a family night, 
limited to employes, their wives and 
kids. They are in a sense your first 
public. They will appreciate being 
brought in early on the festivities. 
The kids will enjoy seeing where 
Dad works. They may even discover 
the boss ain’t got three heads after 
all! 

Don’t serve liquor during family 
night, but have plenty of soft drinks 
and snacks. Be sure each guest gets 
a souvenir and a chance to meet the 
management. 


© Key Customer Night: By the 
third day you'll have all details 
under control. This is the time to 


Shows & Exhibits © 39 





Press Tour . . . For greatest help from 
the press, give them a special tour and 


all the information they need 


hold a plant tour and buffet supper 
for your key customers. Success of 
this event depends on organized 
personal contact by all sales per- 
sonnel. Have ‘a special attack plan, 
so each blue-chipper is personally 
invited. Furnish special transporta- 
tion if necessary. Have lots of good 
food and drink. Add _ professional 
entertainment, perhaps, but do not 
decorate the place with fancy 
dames. You've brought your key 
customers there to see your plant 
and meet your management. Cuties 
have a curious way of getting in the 
middle ... 


® General Public: By now you're 
really in the swing, like the family 
that decorates for Christmas and 
throws a wing-ding each night. It’s 
time to take a bromo or two and 
receive the general public. 

These, if you have stimulated 
them right, will arrive in hordes to 
see what sort of folks you are and 
what you make. If you treat them 
right they'll go home shouting your 
praises for years to come. 


> Here’s a checklist of things that 
make for success on this and your 
other nights: 


® Working Plan: Make a separate 
working plan for each event. Note 
who’s supposed to do what and 
when. Have one executive—your 
advertising or p.r. manager—re- 
sponsible for the entire series. Make 
him report to your president. 


© Space-Time Ads: If you work for 
profit, don’t expect your whole pro- 
motion to ride free in the press, 
radio and tv. Set a modest ad budg- 
et for each medium. Don’t forget to 
run a nice thank-you ad afterward. 


@ Section: If your local newspapers 
haven’t been hit too hard by the 
newsprint shortage, they’ll probably 
suggest a special section to tell your 
story. This has tremendous promo- 
tion value provided it’s handled 
right. Make sure the admen won't 
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knock your friendly suppliers cold 
in their dash for extra cash. Get a 
guarantee that at least a third of the 
section will be editorial copy about 
your firm. Then go whole hog by 
taking out a full page yourself! 


® Direct Mail: You'll want a vari- 
ety of invitations for each of your 
publics. The special customers 
should receive a personalized letter 
from your president. Enclose a re- 
ply card so you'll know how many 
cakes to bake. 

If your town’s small or medium- 
size, send a hand-addressed printed 
invitation to each family in the 
phone book. If you have retail 
routemen, leave an invitation at 
each home they serve. 

(Note: Your customer night re- 
quires intensive promotion. Most of 
the men you want are busy execu- 
tives. Follow each letter with a per- 
sonal phone call. Send each man a 
reminder telegram the day before 
this event.) 


° OPEN HOt st 
“yf ——< 


ee 


Door Prizes . . . They don’t have to be 
as expensive as a car to build attend- 
ance. A signed coupon for the drawing 


furnishes a good record of attendance. 


e Publicity: Open house is a swell 
newspeg to hang your company 
story on. It generates that priceless 
word-of-mouth all of us seek. Do a 
factsheet for all members of the 
press, radio and tv. Tell what’s 
going to happen, when, where and 
why. Add something about your 
history, your plant, your people and 
your products. 

Start your publicity six weeks 
early. Feed it out slowly at first, so 
you'll have ample for the final push. 
Don’t rely on canned releases. 
That's gay nineties stuff. Just get 
the right reporters into your plant 
in advance. They'll give your story 
all possible play because they have 
invested their own time and effort 
in it. Be sure to bring top column- 
ists in, especially the newshens. 

Consider breaking the news first 
in your employe magazine. If you 
don’t have one, there’s always the 
bulletin boards and intra-company 
memos. Employes have a right to 
get such news before the general 
public. 

If you have the space, go strong 
on photographs. Stress features that 


will bring people out, rather than 
egocentric facts. Talk door prizes, 
entertainment, free orchids and 
caps. Your job is to make folks want 
to come. They'll absorb your story 
while there. 


® Dates: Set your open house dates 
well ahead of time. Make sure they 
don’t conflict with other important 
local events. (We once opened a 
shiny new bank in the hills of 
southern Ohio on the first day of 
squirrel season!) Check your 
Chamber of Commerce to make 
sure your dates fit into the com- 
munity calendar. If you want to 
show process as well as product, 
take guests through during working 
hours (except family night). 


® Door Prizes: You'll need magnets 
to lure folks away from tv. Offer 
nice door prizes, including one 
bonanza. Have guests fill in door 
prize slips with name and address. 
That tells you who was there, and 
eliminates the awkward guestbook. 


© Literature: If you haven't a cur- 
rent company booklet, it’s time to 
print one now. Give each departing 
guest a copy so he can review 
what he’s seen. Run enough extras 
to cover school visits. You may also 
want to hand out colorful catalog 
sheets or ad reprints. 


@ Entertainment: As part of your 
lure, it’s well to hire top entertain- 
ment for the general public session. 
Don’t go for longhair stuff if the 
people go for jive. Ask ten office 
girls and ten shopmen whom they’d 
like to see. You may be quite sur- 
prised. 


@ Flowers: Don’t order lobby flow- 
ers if you’ve promoted your pro- 
grams right. Your company friends 
will send more than enough. Be 
sure to display them well, with 
cards opened wide for all to see. 
And water them each night, of 
course. 


@ Souvenirs: Everyone loves a 
souvenir. If you can give one of 
your own smaller products, that’s 


Musical Entertainment Always a 
good addition, but be sure you give your 
guests what they want, not your own 
favorite. 





fine. If not, imprint one of the 
thousands of things offered on AR 
pages. 


© Kids’ Caps: Kids like to get gay- 
colored caps or hats bearing your 
company name. Kids make a lot of 
noise, but keep this fact in mind: 
You'll want some of these same kids 
to work for you someday. Many a 
man’s first impression of his firm 
goes back to a happy boyhood visit. 


Kids Are Important . . . Invite the kids, 
but make sure there is something safe 
and attractive for them to do. Games, 
food, or movies are better than letting 


them loose in the factory. 


@ Line-of-March: White plastic 
footprints, gummed to stick on your 
floors, provide excellent directional 
signals for your line-of-march. You 
can buy these, ready-made, for pen- 
nies. 

Speaking of line-of-march, be 
sure it’s logical. Put signs and dis- 
plays where necessary to explain a 
process. It’s nice to have employe 
hosts—with nameplates—to help the 
groups along. Keep their comments 
brief. Crowds hate long speeches 
on such occasions. 


e Safety: Establish a special safety 
committee to make sure no one gets 
hurt. Rope off dangerous areas. If 
you have secrets (some firms think 
they do) fence them in. Enforce no 
smoking rules. Get your plant men 
on your team and they'll cooperate 
without offending guests. 


® Cleanliness: Clean your plant as 
you cean your house before com- 
pany comes. Here, as in safety, an 
employe committee can help. 


@ Parking: This is the keystone in 
many cases. People won't come in if 
they can’t park. If there’s no space 
near your plant, hire a central lot 
and run a shuttle bus. 


@ This Above All: First make sure 
you and your associates are sold 
on holding an open house. Their 
rich rewards require substantial in- 
vestment of time, money and per- 
sonal attention. If you don't sell 
your top-brass first, they won't be 
by the door when the guests come 
in. Once they are sold, and you roll 
the wheels right, you, they and your 
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set in type PHOTOGRAPHICALLY 
by WARWICK 


improve the quality of advertising 


For more than five years, this 

largest photo typesetting organization 
in the United States has been 
supplying this outstanding service 

to advertisers all over the country. 
Try Warwick Phototype on 

your next order. 


.. You're sure to be 


pleased with its superb quality. 


UAVWIChR 


TYPOGRAPHERS 


920 Washington Avenues St. Louis 1, Missouri 


@ Serving clients in 40 States, Canada, Mexico and Cuba 


The Only Publication REGULARLY COVERING 13 
SECTIONS OF ADVERTISING'S $3 BILLION MARKET 


® Signs and Identification 
Materials 

® Photoengraving and 
Platemaking 

®@ Window and Store 
Displays 

®@ Typography and 
Layout 

® Audio and Visual Aids 

® Labeling and 
Packaging 


® Radio and TV 
Production 


© Printing and Binding 
@ Art and Photography 
® Shows and Exhibits 

®@ Direct Advertising 

®@ Paper 

* 


Premiums, Prizes and 
Specialties 


Advertising Requirements 
200 E. Illinois St., Chicago 
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DAY and NIGHT... you see big names 


Signs made of PLEXIGLAs” are brilliant and colorful in appearance, both day and night. 
In addition, their maintenance costs are low. These are just two of the reasons why 


well known companies use this acrylic plastic for signs. PLEXIGLAs signs also: 

w Are highly resistant to weather and breakage. 

w Make possible the accurate reproduction of trademarks, and pictorials of products. 
w Can be seen and read at a distance, day and night. 


@ Have complete luminosity from internal lighting. 





in signs of PLEXIGLAS 


PLEXIGLAS signs will draw the attention of customers to your stores or those of your 
dealers, whether you are a national advertiser or a local merchant. Your signs can be 
outstanding, if they take advantage of the range of colors and the design possibilities 
offered by PLENIGLAs. 


We will be glad to send you literature, color samples, and the names of sign companics 
experienced in the use of PLEXIGLAs. 


Canadian Distributor: Crystal Glass © Plastics Lit 
130 Queen’s Qua) al Jarvis Street, I oronto, Cane 


ERY Chemicals for Industry 
ROHM & HAAS 


COMPANY 
WASHINGTON SQUARE, PHILADELPHIA 5, PA. 


Representatives in principal foreign countries 





whole town will have a wonderful 
time. 


> And by the way, your ad or p.r. 
manager may well opine that pro- 
grams of this size require extra 
help. If so, by all means look out- 
side—to your advertising or p.r. 
They feed on_ special 
events. Their objective advice and 
fresh manpower should be worth 
several times the cost. 44 


counsel. 


Compact Dell Exhibit 
Carries Like Suitcase 


Weighing only 32 pounds, a com- 
pact exhibit from Dell Displays Inc., 
Chicago, “carries” in a convenient 
two by three-foot size, and sets up 
into a full six-foot display. 

The unit is called the “Dell 
Demo” and is made of sturdy ply- 
wood with reinforced ends. It is 
finished in gray marble-tone, and 
interior panel decorations come in 
a turquoise and gray combination. 

Additional features of the exhibit 
include pegboard panels, two flood 
lights, and a hand-lettered company 
sign. 

An illustrated leaflet on the ex- 
hibit quotes a price of $135 for a 
single unit, and the availability of 
quantity prices. 


. « « for more details circle 801, page 113 


Plastic Recording Tape 
Has Anti-Static Coating 


A new “Scotch” brand plastic 
leader and timing tape introduced 
by Minnesota Mining and Manu- 
facturing Co., St. Paul, Minn., fea- 
tures a special anti-static coating 
and a 50° increase in strength. 

A non-magnetic tape, No. 43-P, 
was designed for use with magnetic 
tape as either a leader or timer. 

The anti-static coating is reported 
to reduce noise as the tape passes 
over the playback head, while the 
increased strength reduces possibili- 
ty of breakage. 

When spliced to the beginning 
and end of a reel of magnetic tape, 
it provides a tough, protective lead- 
er that makes for easier tape 
thread-up and prevents damage to 
the recorded material. As a timing 
tape, it can be inserted between 
recorded selections to provide “dead 
air” or to facilitate cueing. 

Available in a_ self-dispensing 
box, the new tape is %4” wide by 
150’ long, can be easily labeled. 

An additional advantage of Min- 
nesota Mining’s new tape is a 
marking system that provides indi- 
cator arrows every 15 inches for 
“Scotch” plaid 
sections printed every 7% inches. 44 


professional use or 
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Mobile Caravan 


A surplus army bus doubles as a recruiting station on wheels, 


complete with interior displays and murals showing modern combat scenes. 


Welcome on Wheels . 


As part of its volunteer recruit- 
ing program, the U. S. Army sends 
itinerant recruiting teams to places 
where prospects gather, just as do 
countless commercial firms. To 
back up these teams, and to at- 
tract people to the center, exhibits 
and displays have long been used 
by the Army. In particular, they 
have proved useful at state fairs, 
open houses of Army installations, 
and other events that attract young 
men and women. 

To lend greater impact to their 
efforts, the First Army Recruiting 
Service has turned surplus Army 
buses into mobile caravans. With 
limited budgets, ingenuity has had 
to replace money in 
dramatic effect. 

The new mobile caravan is dis- 
tinguished by its animation and il- 
lumination. It features a diorama 
display of an animated battle scene 
— demonstrating helicopters in ac- 
tion, Army vehicles and weapons 
in motion and soldiers in various 
battle scenes. 

The huge combat scene is en- 
cased in glass and the terrain fea- 
tures were constructed of chicken 
wire and paper mache. A _ three- 
dimensional effect is achieved by 
a symmetrical projection of white 
clouds in the background. Para- 
troopers in action are animated 
through the use of a rotating device 
and 4-watt electric motor of 1 rpm. 
The helicopters representing Ar- 
my’s expanded aviation program 
are constructed from model air- 
plane kits. They are small plastic 


achieving a 


Army Recruiters Turn 
Buses into 


Exhibits 


planes and are also operated by 
4-watt electric motors rotating at 
60 rpm. Convoys of Army trucks 
operating perpetually on a_hori- 
zontal belt made of ordinary ad- 
hesive tape lend vivid authenticity 
to the battle scene. Another 4-watt 
motor animates the device. The 
contrasting night and day scenes 
of the combat display are obtained 
by intermittent blinking of 60-watt 
lumaline tubes and black lights 
which glow in the horizon. The 
over-all effect is a compelling and 
vivid drama of combat 
action. 


forces in 


> Despite the theatrical aspects of 
the two mobile caravans with their 
overt displays of animation and 
color, their primary recruiting mis- 
sions are never lost sight of. The 
overwhelming popularity and effec- 
tiveness of the first bus provided 
the incentive to launch a similar 
type of vehicle which would take 
care of the numerous demands of 
all the recruiting stations in the 
First Army area during the peak 
fair and convention seasons. 
Other sections of the bus are 
adorned with large photographic 
murals with appropriate lighting, 
delineating Army’s guided missile 
program. Army’s resourceful role 
with the famed Nike missile is 
dramatized in a documented series 
of pictures for public appraisal. An- 
other novel display challenges the 
viewer to “picture himself in uni- 
form” patterned after a device used 


in Coney Island side-shows. One 





Reserve display utilizes an anima- 
tion of a baseball player on one 
side and a cut-out figure of a sol- 
dier at parade rest on the other, 
depicting the transition from civil- 
ian to military life. 

In fact, every phase of Army life 
is delineated through the extensive 
use of animation and _ illustration. 
A large photo montage limning 
the opportunities for travel now 
being offered to Army career per- 
sonnel is of eye-catching appeal in 
its use of blinker lights. In addi- 
tion, the National Guard is eulo- 
gized in vivid, graphic illustration. 

The red, white and blue exterior 
of the bus beams its written mes- 
sage to the general public with 
“Welcome to U. S. Army Pano- 
rama.” 44 


Like Sardines... 


Exhibitors Collect Crowds 
Through Novelty Appeal 


With literally hundreds of ex- 
hibits competing for “show-stop- 
ping” attendance at one show, it’s 
probably no surprise that one booth 
will draw “three-deep” crowds, 
while the guy across the aisle — 
with a similar product — will have 
no one visiting but his relatives. 

But the exhibitor, who has at 
one time been reduced to smiling 
bravely as the crowd strolls by his 
booth to stop at a competitor’s, 
would like to know why his booth 
is not popular. 

Undoubtedly, exhibit space, de- 
sign, and even the product story 
has some bearing on the attendance 
factor, but even more important is 
the appeal of the novelty, the im- 
plied invitation to “step right up, 
ladies and gentlemen,” that good 
showmen have known instinctively 
from the time of the traveling med- 
icine shows. 

Also, while one good showman 
may use one type of appeal, and 
another a different kind, almost all 
of them agree, as is seen in the fol- 
lowing, that the value of selling 
your audience before the show 
cannot be overemphasized. 


Animated Vapor Heating 
“Front Page” Corporation drew 

interested crowds 
at the Power Show in New York 
when it told its new steam genera- 
tor story via a built-in newspaper 
and tv showing in its booth. 

A tabloid-size front page that 
told the complete Vapor Heating 
story was enlarged six times and 
at a size of 8x5’9” was built into 
the booth. To give added interest, 
one of the halftones on the front 
page was cut out and replaced with 


. GUMMED 
PAPER SPECIALTIES 


ME EeVREVA 
ELY 


Eureka’s broad facilities assure the finest in 
service and craftsmanship — from art work to 
finished product. Fifty years of experience 
gives Eureka the vital know-how to produce 
ee WE + ss 06 8 £38 eH 


@ TRADING @SEALS 
STAMPS @LABELS 

@POSTER @ OUTSERTS 
STAMPS @BROCHURES 

@COUPONS @CATALOGS 


DUPLISTICKERS ®, DUPLISNAP@® , DUPLIQUIK® 
FOR MULTIPLE MAILINGS & ADDRESSING 


Your needs deserve special treatment — the 
kind that Eureka will give you. 


EUREKA 


SPECIALTY PRINTING 
COMPANY 


568 ELECTRIC STREET, SCRANTON, PA. 
(®) REG, T.M. — U.S. & CANADA 
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appliances health accessories 
automotive products house furnishings 
beverage 

building material 


cosmetics typical shape of 
decorative materials 


electrical good a raw problem... 
first-aid item (caught bare-handed 
on the fly) 


s 


purchandising — 
...is our word for it! 


purchandising, n. The art of putting 
a product into purchasers’ hands, 
in stores. 


Scores of big-name companies are ringing up record sales 
tor widely diversifie d products with Brunhoff displays and 
purchandisers, each designed for its specific job. This 
unique service starts with selling sense and creative de- 
signing. It carries through with complete manufacturing 
in our own building — no jobbing out or cost pyramiding. 
Most problems are odd-shaped affairs. (Note typical profile 
above.) No matter; Brunhoff solutions are tailored-and- 
titted to play “Cash Register Chimes” — forte prestissimo! 


Custom designed premium items and product demonstra- 
tors, too; for instance: 


Poe 


. how else could you put 
your ad right on the bar except 
with this unique towel holder 
(patent applied for) which the 
bartender will want to use, and 
is using. Territorially restricted. 


BRUNHOFF MANUFACTURING CO. 


1825 Freeman Avenue, Cincinnati 14, Ohio 


POPAI Booth 36A 


. TWIN-STICK 
CEIL-STICK PARA-STICK 


IT'S A FACT..... 


. . that PARA-STICK is ideal for adhering displays because of 
its labor-saving features such as the holland cloth being printed 
with instructions and slit for easy removal. 


DURABLE manufactures a complete line of adhesive coated prod- 
ucts for hanging displays. Write to... 


Durable RUBBER PRODUCTS CO 


609 W. Lake St. Chicago 6, Ill. 


an animated halftone produced by 
a continuous movie projector. 

Chairs were placed before the 
“front page” permitting customer 
comfort while reading the news- 
paper message and viewing the six- 
minute “moving halftone.” 

Telephones were placed comfort- 
ably near for hearing the message 
that went with the motion picture 
and take-home bulletins were 
placed at easy reach. 

Additional effort to stop traffic 
flow from both directions was used 
successfully through the use of a 
continuous colored slide projector. 

Pre-promotion planning by the 
company included tabloid size bul- 
letins of the “front page” booth 
mailed out with invitations to at- 
tend the show and an offer of free 
tickets. 


Plenty of Barmaster Ince., 
Promotion Long Island, N.Y., 

“packed them in” 
at the New York Hotel Exposition 
by the simple, but not always done, 
expedient of leaving no publicity 
stone unturned in the visitor field 
it wished to attract. 

Starting months before the show, 
Barmaster launched a coordinated 
direct mail, media and _ publicity 
campaign that introduced its new 
portable bar, “The Brigade.” 

Three weeks before the show, 
four-page colored brochures on the 
“Brigade” were mailed out to pro- 
spective “booth guests.” 

The crowded booth attendance 
throughout the show provided am- 
ple testimony to the company’s feel- 
ing that if you want people to visit 
your booth, it pays to let them 
know well in advance that “you'll 
be there.” 


Crowd Collector . . . $4,000 antique 
model of historic HMS London drew 
heavy booth attendance for ‘Popular 
Boating’’ at National Boat Show in New 
York. 


Old, Old Popular Boating 
Premium impressed people 

and attracted vis- 
itors to its booth at the New York 
47th National Motor Boat Show by 
giving away a $4,000 147-year-old 
model of the HMS London, a ship 





that became famous in the Ameri- 
can Revolution. 

The rare showpiece was on ex- 
hibit during the show and all vis- 
itors to the publication’s booth were 
given tickets for the drawing which 
was held on the last day of the 
show. 

Ziff-Davis, publishers of Popular 
Boating, chose the historic ship’s 
model both for its show tie-in fea- 
tures and for the advertising value 
that stems from the awarding of a 
premium that is both extremely 
expensive and extremely unusual. 

The premium gimmick was one 
of the highlights of the boat show 
and was cleverly backed with plen- 
ty of pre-promotion via press, radio 
and tv. 


Premium For Storecast Corpora- 


A Premium tion of America, 

New York, built 
booth attendance at the Chicago 
Food Brokers Convention with the 
clever use of a pre-promotion pre- 
mium that could be traded in for 
hospitality at the show. 

The show announcement by the 
company was made with a one- 
page leaflet that contained a plastic 
cocktail spoon Scotchtaped to the 
top. The headline copy read: “Stir 
up your sales with this Storecast 
recipe.” Recipe details featured the 
major advantages of the Storecast 
services, and was followed by “We'll 
be at the Hotel Morrison etc.” 

The pre-show planning was fol- 
lowed through at the convention 
when Storecast staffers redeemed 
the cocktail spoons for actual cock- 


= 


Try Before You Buy .. . Proto Tool 
counter display enables prospective cus- 
tomer to try drills before purchase. Dis- 
play base simulates a concrete block, 
topsign is silk screened on masonite. 
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people: ‘who read your letters 


(this paper gives me a feeling... 
always read between the lines 


this letter is important) 


A subtle reason 

for using an 
impressive 

cotton fiber bond 

by Neenah 

for your 

business letterheads. 


You can help create a 
letterhead that helps your 
company succeed. The 
first step is to ask your 
printer for a free copy of 
the second series of **The 
Right Letterhead for You.”’ 
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neenah paper company 
A DIVISION OF KIMBERLY-CLARK CORPORATION 


neenah, wisconsin 
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Getting the most out of your p.o.p ad- 
vertising requires an understanding of 
the changing nature of this major medi- 
um. To get an up-to-date picture of 
what’s happening in this field, AR, in 
cooperation with the Point-of-Purchase 
Advertising conducted com- 
panion surveys of advertisers and their 
agencies. The result was a detailed pic- 
ture of how p.o.p. advertising is being 
planned, selected, purchased and dis- 
tributed. 


Institute, 


By Dick Hodgson 
AR Executive Editor 


After a decade of rapidly accel- 
erated activity in the  point-of- 
purchase advertising field, the time 
has apparently come for the long- 
expected leveling off. That was one 
of the key developments turned up 
by an extensive survey of adver- 
tisers and agencies conducted by 
AR in cooperation with the Point- 
of-Purchase Advertising Institute. 

The survey showed that while 
nearly 50% of the advertisers re- 
plying had increased their p.o.p. ex- 
penditures during the past five 
years, only 31% expect to continue 
to increase expenditures during 
1957. This does not mean, however, 
that there will be any decline in 
expenditures for displays, since 60% 
said that their 1957 spending would 
be about the same as in 1956. 

Further evidence of the leveling- 


44 ¢ Signs & Displays 


off trend is shown by comparing 
the figures turned up in the sur- 
vey just completed with those de- 
veloped in a similar AR study com- 
pleted in 1955. Two years ago, 66% 
of the advertisers told AR that the 
trend in their companies was to- 
ward larger p.o.p. expenditures. At 
that time, only 15.3% expected dis- 
play spending to remain about the 
same. 

Another angle to the picture is 
shown by the number of advertisers 
cutting their p.o.p. budgets. In 1955, 
18.7% were planning reductions, 
while this year only 7% indicated 
a cut. 


> While it is perhaps unjust to try 
to attribute any special meanings 
to these figures, they would seem 
to indicate something that a lot of 
insiders in the point-of-purchase 
field have been talking about for a 
long time. This is that advertisers 
are turning their attention more 
toward quality rather than quan- 
tity. 

Such a development was inevita- 
ble and the trend has been in this 
direction for many years. But as 
the number of dollars spent by in- 
dividual advertisers kept increasing 
annually — and in the majority for 
expanded p.o.p. programs — the 
primary emphasis appeared to be 
in the area of quantity. Now, as 
advertisers put the clamps on the 
number of dollars spent and think 
less about making their p.o.p. pro- 
grams bigger, the opportunity pre- 
sents itself for greater attention to 
quality. 


> The trend in expenditures was 


just one of the dimensions of the 
point-of-purchase medium devel- 
oped by the AR survey of adver- 
tisers. Other important facts in- 
cluded: 


e The average advertiser devotes 
10% of his advertising budget to 
point-of-purchase display materials. 


e P.o.p. budgets are classified in 
many ways, but most frequently are 
listed as “advertising” or 
promotion.” 


“sales 


e In many companies, the p.o.p. 
budget includes items which are 
not usually thought of as display 
materials (i.e., advertising special- 
ties and trade show exhibits). 


e The average advertiser used 
eight different displays per year, 
purchasing 4,000 units of each dis- 
play. 


e The most common method for 
distributing displays is to ship them 
directly to the dealer, who is ex- 
pected to install them himself. 


e The majority of advertisers call 
upon their agencies for help in 
planning, creating, selection and/or 
buying of p.o.p. displays. 


e Although a percentage of expend- 
itures for displays is the most 
common method of compensating an 
agency for work on p.o.p. adver- 
tising, there is no one method used 
in the majority of cases and per- 
job fees and an hourly rate for ac- 
tual work are just about as com- 
mon as a percentage payment. 


e The advertising manager is re- 
sponsible for both selection and ac- 





for Point-of-Purchase 


A special AR research project indicates that p.o.p. advertising 


has reached a leveling-off point where major emphasis is shifting from 


quantity to quality . . . with agencies more active than ever. 


tual buying of displays in the ma- 
jority of companies, although the 
sales manager frequently is in- 
volved in selection in smaller com- 
panies and specialists are more ac- 
tive in this area in the bigger com- 
panies. 


e An increasing number of com- 
panies now have one or more indi- 
viduals who devote at least 50° of 
their time to the handling of p.o.p. 
advertising, even in smaller com- 
panies. 


e The ten most popular types of 
displays are magazine ad reprints; 
easel-backed cards; window ban- 


ners and streamers; decals; wall 
posters; wood, metal or wire racks; 
plaques; merchandiser displays; dis- 
play shipping cartons and exhibi- 
tion displays. 


> An analysis of replies on ques- 
tionnaires sent to advertising agen- 
cies provides additional clarification 
of the dimensions of the p.o.p. me- 
dium. Key findings included: 


e The advertising agency is becom- 
ing increasingly important in the 
p.o.p. medium 59° of the re- 
spondents reported that they had 
increased their p.o.p. activity in the 
past two years; 34% 


said activity 


had remained about the same, and 
only 7% reported decreased activi- 
[v. 


@ The agencies confirmed the level- 
ing off of p.o.p. spending by their 
clients — 37° reported that clients 
were spending more for displays 
now than five years ago, while 58° 
said spending was about the same 
and 5°) reported a decline. 


e The most common method of 
compensating agencies for work on 
p.o.p. programs, according to the 
agencies themselves, is the tradi- 
tional “15 plus 2” percentage of ex- 
penditures, although the per-job fee 


KEY DIMENSIONS OF THE POINT-OF-PURCHASE MEDIUM 


% of ad budget 
allocated to p.o.p. 


Number of displays 
per year 


Number of units of 


average display purchased 4.750 


IN EXPLANATION 


Size of total advertising budget 


$100,000 
Under to to 


$100,000 | $249,999 


| 


225-10,000 200-25,000 | 


(figures shown in light face); R 


$250,000 


$499,999 


4.010 
50-17,000 


In the chart above, M — Median (figures shown ia bold face); A 


$500,000 All 


to Over Companies 
$999,999 | $1,000,000 | Reporting 


10 


15.04 
005-80 


7,000 4,000 
11,313 7,348 
1 ,000- 100,000 50- 100,000 


= Average 


= Range, the high and low for each category 


(figures shown in color). The actual questions were worded: 


1. What percentage of your advertising budget is allocated to point-of-purchase 


advertising ? 


2. How many different displays of all types do you use in the average year? 
3. Average number of units of each display purchased ? 
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brilliant- animated 


SCINTILITE 
SIGNS by PRISM 


command attention, dramatize 
your product, and help close 
sales. Why? Because they 


scintillate. 


Available soon. Write now for 
further information. 


PRISM SIGNS 


Inc. 
1073 S. RAILROAD AVENUE 
SAN MATEO, CALIFORNIA 
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For details on how AR’s surveys on point-of-purchase advertising 


were conducted, see “The Editor’s Notebook,” starting on page 6. 


and a combination of methods are 
common. 


@ Few agencies have an individual 
or department specializing in point- 
of-purchase advertising and allied 
work. 


@ Agencies provide a variety of 
services in the p.o.p. field, ranging 
from assistance in planning pro- 
grams to actual placement of orders 
for materials. 


e The majority of agencies, by a 
wide margin, think that their ac- 
tivities in the p.o.p. field will in- 
crease during the next five years. 


e Although opinion is divided on 
the subject, the majority of agen- 
cies believe that it would be prac- 
tical for suppliers to pay a set com- 
mission to agencies who handle 
p.o.p. advertising for clients. 


> Actually, some of the most clear- 
cut dimensions of the p.o.p. adver- 
tising medium were provided by the 
comments of agencymen. 

Jesse J. Haight, president of Wil- 
son, Haight, Welch & Grover, Hart- 
ford, pointed out, “It is so impor- 
tant to coordinate p.o.p. with na- 
tional advertising that everything 
possible should be done to encour- 
age agencies to work on it actively.” 

These comments were echoed by 
H. E. Cassidy, executive vice-presi- 
dent of The McCarty Co., Los An- 
geles: “An essential part of the to- 
tal promotional picture,” he said. 

Joseph Brown, president of J. 
Gerald Brown Advertising, Hemp- 
stead, N. Y., came up with an ob- 
servation which was underscored by 
several other respondents. “Point- 
of-purchase advertising,” he said, 
“has, in many case, been treated 
as a poor relatiqn. I think this stage 
is past and it will, I believe, come 
into the fair share of advertising 
budgets it deserves.” 

And a warning was sounded by 
Robert Lando, president of Lando 
Advertising Agency, Pittsburgh: 
“Agencies had better understand 
the place of p.o.p. advertising in 
today’s merchandising picture or 
they are doing their clients a dis- 
service.” 


> A thorough study of replies by 
79 agencies to a question concern- 
ing the role of agencies in today’s 
p.o.p. picture indicates that the 
scope of activity is already quite 
broad. AR outlined the eight differ- 


ent areas of activity listed below. 
Figures following each activity in- 
dicate the number of agencies (out 
of the 79 answering this portion of 
the questionnaire) which report 
that they provide such services for 
the majority of their clients. 


e Help to establish the size of 
the p.o.p. budget 

® Help plan the over-all p.o.p. 
advertising program 

e Assist in planning individual 
display units 

e Actually do most of the crea- 
tive work in planning display 
units 

e Assist in selecting individual 
display units 

e Assist in selecting suppliers of 
p.o.p. advertising materials .. 

® Actually select suppliers of 
p.o.p. advertising materials .. 

e Place orders for p.o.p. adver- 
tising materials 


» Agencies also were asked about 
how they are compensated by 
clients for work on p.o.p. advertis- 
ing. Four possible methods of com- 
pensation listed in the AR survey 
are shown below, with figures rep- 
resenting the number of agencies 
out of 72 answering this question 
which used the various methods: 


Percentage of expenditures .. 17 

Retainer fee 

Hourly rate for actual work . 

Per-job fee 

Retainer & percentage 

Hourly rate & percentage ... 

Per-job fee & percentage .... 

Retainer & hourly rate 

Retainer & per-job fee 

Hourly rate & per-job fee 

Retainer, per-job fee & per- 

centage 

Retainer, hourly rate & per- 

centage 

e Hourly rate, per-job fee & 
percentage 

@ Combination of all methods .. 

® Two others said they got no 

compensation. 


Advertisers asked the same ques- 
tion gave the following replies. Fig- 
ures indicate the number out of 99 
replying to this question who spec- 
ified a single type of compensation. 


® Percentage of expenditures .. 

@ Per-job fee 

e Hourly rate for actual work .. 

® Retainer fee 

e Twelve others gave answers, but 
most added up to the fact that they 





First Time In Graphic Arts History! 


CORRUGATED PRE-PRINTED 
IN FULL COLOR HALF-TONE 


Many years ago Mr. Harry Meeker, Advertising Pro- 
duction Manager of Colgate-Palmolive Company, fore- 
saw the display and packaging implications of pro- 
ducing corrugated in full color half-tone. 

Gibraltar began researching ... and sparked by Mr. 
Meeker’s interest and unfailing confidence in the out- 
come ... solved the many technical problems involved. 
Mr. Meeker is shown with the Colgate-Palmolive Com- 
pany Dental Cream floor stand, the very first example 
of the VARNI-GRAPHIC Process in lithography 


DISPLAY 


Divs 


(Gibraltar 


Revolutionizes Every Phase Of Corrugated 
Packaging And Point-Of-Purchase 


By way of reminder... corrugated board is a 
sort of sandwich made from three giant rolls of 
paper ...a fluted sheet between a front and back 
liner, joined by adhesives. Because of its springy 
consistency and thickness this sandwich could be 
printed only by special presses, on which reproduc- 
tion was limited to simple, poster-like line art. 

Now... Gibraltar’s exclusive VARNI-GRAPHIC 
Process* pre-prints the paper roll that becomes the 
front liner. This makes it possible to use such mag- 
nificent printing media as lithography, rotogravure 
and flexography... bringing you exquisite half-tone 
in full color, either from art work or photographic 
transparencies. 

Sounds easy when you read it fast, but it took 
years of research, plus plenty of trial and error, to 
make the grade. Now, the VARNI-GRAPHIC Process 
gives you anything you want in the art range. 

Whether it’s that old brown shipping carton... 
a floor stand... a counter unit . . . or a pre-packed 
display ...they can now, for the first time, carry 
your national advertising right through to the point 
of sale. 

For luscious, full color eye-and-buy appeal in 
your corrugated packaging or point-of-purchase 
material, just call The VARNI-GRAPHIC Man From 
Gibraltar... 


You'll Be Amazed How Little More It Costs 


-»» TO Get So Much More! 


“PAT. APPLIED FOR 


CORRUGATED PAPER COMPANY, INC. 


NEW YORK: DIGBY 4-0580 


350 Warren Street, Jersey City 2, N. J 


NEW JERSEY: HENDERSON 2-4462 
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The Point-of-Purchase Advertising Institute has prepared a checklist of “types of dis- 
plays” in common use. In its survey of advertisers, AR included this checklist and 
asked respondents to check those types which their companies had used at any 
time during the past five years. The average respondent checked 15 of the 60 types in- 
cluded on the list. The 60 types of displays are listed below in order of their popularity 
as indicated by the AR survey. Numerals indicate the number of respondents, out of 
186 replying, who indicated that they had used each type of display during the past 


of major 


of point-of-pur- 


chase displays 


a checklist 


five years. 


Magazine ad reprints (148) 

Easel back cards (142) 

Window banners and stream- 
ers (131) 

Decals (122) 

Wall posters (111) 

Racks of wood, metal, wire 
(107) 

Plaques (82) 

Merchandiser displays (82) 

Display shipping cartons 
(77) 

Exhibition displays (77) 

Display cartons for counter 
and floor (72) 

Self-adhesive tape displays 
(70) 

Shadow box displays (69) 

Blow-up of product (67) 

Animated displays (66) 

Over wire banners (66) 

Demonstrator displays (64) 

Three-dimensional displays 


types 


Indoor electric signs (47) 
Transparent plastic self- 
sticking signs (44) 
Plastic molded signs for 
indoor use (44) 
Self-selector displays (44) 
Wallboards (43) 
Turn-table displays (42) 
Lighted indoor signs (40) 
Clock displays (39) 
Related item displays (37) 
Self-adhesive strip displays 
for gondola and shelf 
molding (35) 
Can and bottle toppers (35) 
Tuck-in cards for floor 
and end displays (33) 
Large itinerant displays (33) 
Displays using fluorescent 
papers and inks (30) 
Enameled signs for indoor 
use (28) 
Floor cutouts (28) 


Displays at checkout counter 
(25) 

Backbar menu signs (23) 

Cash register signs (22) 

Counter display baskets (22) 

Light cord displays (20) 

Molded ceramic figurines of 
trademark or character 
(18) 

Heat rotor displays (17) 

Illusion displays (projector) 
(15) 

Self-adhesive footprints and 
arrows on floor and wall 
(13) 

Mechanical manikin displays 
(13) 

Mirror displays (13) 

Rubber ad mats (12) 

Deep etched glass signs (12) 

Changing scene displays 
(10) 


Dioramas for walls and 


(63) 


Window cutouts (60) 
Flasher displays (50) 
Fabric banners (49) 


Mobiles (48) 


additional 
assistance on 


gave their agencies no 
compensation for 
p.o.p. advertising. 

When it came to the amount of 
commission charge by agencies 
which used this method of billing 
for work done on p.o.p. materials, 
the old standby “15-plus-2” was 
most frequently mentioned. Out of 
48 agencies indicating the amount 
of commission charged, 40 indicated 
use of the basic 15% system. Five 
others charged 20%, two said from 
15 to 25% and one said 25%. 


> The fact that p.o.p. advertising 
has yet to find a “special” place in 
agency operations was indicated by 
the fact that only 11 out of 74 agen- 
cies replying to the question said 
that they had an individual or de- 
partment specializing in p.o.p. ad- 
vertising and allied work. As was 
expected, the larger the agency, the 
more the likelihood that a p.o.p. 
specialist was on the roster. 

For example, in agencies billing 
under $500,000 in commissionable 
media, only two out of 27 reporting 
had specialists. Agencies billing be- 
tween $500,000 and $1 million had 
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Sound displays (28) 
Shelf toppers (28) 
Supermarket basket 


displays (28) 


Departmentalizing displays 


(26) 


a ratio of three in 20; agencies in 
the $1-21%4 million category, two in 
14 replies; agencies over $2% mil- 
lion reported four out of 13. 

In the advertisers’ own shops, 
p.o.p. specialists were more com- 
mon. Sixty-one of 182 advertisers 
reporting said that they had one 
or more individuals who devote at 
least 50% of their time to the han- 
dling of point-of-purchase adver- 
tising. Those advertisers with the 
largest total advertising expendi- 
tures, of course, most frequently 
had p.o.p. specialists, although it 
was interesting to note how many 
smaller advertisers had already 
employed specialists. Even those 
with budgets of under $100,000 re- 
ported four case out of 22 where 
p.o.p. specialists were on the pay- 
roll. Other categories: 
$100,000 - 249,999 ... 11 out of 46 
$250,000 - 499,999 
$500,000 - $749,999 
$750,000 - $999,999 
Over $1,000,000 


> But while specialists are becom- 
ing more common, they didn’t show 
up very often when AR asked ad- 


windows (10) 
Change tray displays (10) 
Mechanical book displays 
(7) 
Moving letter displays (5) 


vertisers who specified and actually 
bought their displays. By all odds, 
the advertising manager continues 
to be the dominant force in select- 
ing and buying p.o.p. materials. 

While the pattern changes slightly 
as you move from small to large 
budget advertisers, most of the fac- 
tors parallel the general pattern of 
advertising. For example, in small- 
er companies sales managers and 
management personnel have more 
to do with displays, while p.o.p. is 
almost entirely an advertising-sales 
promotion-merchandising function 
in the shops of the bigger adver- 
tisers. 

When it comes to the actual buy- 
ing of displays, however, the pat- 
tern is the same in all sizes of com- 
panies — it is almost entirely the 
function of the advertising manager. 

The accompanying chart provides 
a comparison of specifying and 
buying of p.o.p. displays in com- 
panies with various sizes of adver- 
tising budgets. 


> It is also interesting to note that 
agency participation in p.o.p ac- 
tivities appears to increase as the 
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advertising budget grows in size. 
Among advertisers with budgets 
below $100,000, for example, only 
one-third use the services of an 
agency in p.o.p. work. The percent- 
age increases steadily, however, as 
the budget goes up. Above the 
$500,000 mark, two-thirds have 
agency assistance on p.o.p. Of 182 
answering this question, 97 use 
their agencies on p.o.p., while only 
85 do not. 

' One of the key dimensions of the 
p.o.p. medium, of course, is to be 
found in the percentages of the ad- 
vertising budgets devoted to dis- 
plays. While the median was 10% 
and the average 15%, the percent- 
age was considerably higher among 
advertisers with budgets under 
$100,000, where the median was 
23.59% and the average 27.76%. 
Strangely enough, the median of 
10% and the 15°) average held true 
starting with budgets of just over 
$100,000 and running through the 
$1 million-plus advertisers. 
> To get an idea of just where 
point-of-purchase materials can be 
“located” in the typical advertiser’s 
budget, AR asked how p.o.p. mate- 
rials were classified. The answers: 


@ 81 said advertising. 

® 81 said sales promotion. 
® 62 said dealer aids. 

e 45 said merchandising. 

e 5 said there listed 
pletely separate. 

® 1 said traffic builders. 

@ 1 said production. 

@ 1 said selling helps. 

® 1 said visual education. 


(Note: Many companies 
more than one listing.) 


were com- 


indicated 


> An interesting picture was pre- 
sented by the types of items which 
are included in the p.o.p. budget. 
AR selected 14 items which were 
known to be considered as separate 
from the regular p.o.p. budget by 
a number of advertisers, and asked 
how many of the survey companies 
actually included these items in 
their point-of-purchase budgets. 
Here are the items and the number 
out of 180 replying to this portion 
of the questionnaire who said that 
they included them in their p.o.p. 
budgets: 


e Ad reprints for display pur- 
poses 

@e Permanent merchandising 
units (such as showcases, 
metal racks, etc.) 

@ Exhibition and/or trade show 
displays 

@ Permanent exterior dealer 
identification signs 


@ Permanent dealer aids (such 
as floor mats, change trays, 
department identification 
signs, etc.) 

Advertising specialties for 
dealer use (including calen- 
dars) 

Merchandising of displays 
through direct mail and/or 
trade paper ads 

Special merchandising labels 
or packages for products .... 
Identification materials for 
CIM, GOOM, GEE. cnc eccasdcvs 
Printed shipping cartons .... 
Installation services 

Cost of demonstrations in re- 
tail outlets and 
shows 


/or local 


Time spent by your own field 
force in distribution and in- 
stallation of displays 
Uniforms, insignia for dealer 
—distributor personnel 


>’ As might be expected, the small- 
er advertisers used fewer different 
displays per year and ordered few- 
er units of each display. The me- 
dian number of displays used each 
year by an individual advertiser 
in all budget categories was eight; 
the average, 13. For the smaller ad- 
vertisers, the median was four; the 
average, six. For the million-plus 
budgets, the median was 12; the 
average 23.7. 

A similar dimension picture is 
found in the number of units or- 
dered for each display. The over- 
all picture showed a median of 4,- 
000; an average of 7,348. With the 
smaller advertisers, both the medi- 
an and average were close to 2,- 
500, and at the top end of the scale, 
the median was 7,000; the average, 
21. St3. 


> Another dimension of the p.o.p. 
medium covered in the AR survey 
was the method of distributing and 
installing displays. Most companies 
used more than one method. Here’s 
how various methods rated in pop- 
ularity (figures indicate number 
reporting use of each method, either 
independently or in 
with others): 


combination 


@ Shipped directly to dealer 
who installs them himself ... 101 
Company field personnel de- 
liver and install displays ... 84 
Company field personnel de- 
liver to dealer; 
dles installation 
Installed by professional in- 
stallation organizations 
Installation by 
jobbers, ete. 


dealer han- 


wholesalers, 


> Still another dimension to 


displays 
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at Booth 3, 

The POPAI Exhibit — 
Palmer House, Chicago, Ill. 
April 10th, 11th, 12th 
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* 
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IDEA NO. 102 


Telling shoppers about the many 
tasty menus ieaiudion famous RY- 
KRISP is a b-i-g job. But the in- 
enious ad staff of RALSTON- 
URINA CO., St. Louis, made it 
easy with this novel die-cut 
“Smorgas-Board,”’ featuring two in- 
viting ‘“Take-One’”’ recipe pads. 
And they made it easy for retailers, 
too, by using four heavy-dut 
KLEEN-STIK Strips on the bac 
flap to make the display stick tight 
on shelf or counter! we tasty 
roduction job by CONTINEN- 
AL LITHOGRAPHERS, INC., 
St. Louis. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Ors rr:] 


P.O.P. ideas 


Featuring the World's Most 
Versatile Self-Sticking Adhesive! 





Three Jobs ... Three Labels 





IDEA NO. 103 
Building a name 
product features . . . identifying 
contents—three different jobs at- 
tractively and efficiently handled 
by KLEEN-STIK Labels, on this 
sample display box for MERCK & 
CO., Rahway, N.J., pharmaceutical 
house! Designed by Merck’s BILL 
POWERS, Gold Foil _KLEEN- 
STIK was chosen for the top label 
because it ‘‘outshone”’ gold stamp- 
ing; inside and bottom labels were 

rinted on Kromekote KLEEN- 
STIK for _ visibility. ‘“Terrific 
trio” by CAMEO DIE & LABEL 
CO., N.Y.C. All feature famous 
KLEEN-STIK — so “stickable’’ 
on plastic and other hard-to-label 
surtaces. 

See your maguies printer, lithog- 
rapher, or silk screen printer for 
more business-building KLEEN- 
STIK ideas . . . or write on your 
letterhead for our free ‘‘Idea-of-the- 
Month.” 


. . . displaying 
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Pioneers in Pressure-Sensitives 
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Who Selects and Buys Point-of-Purchase Materials? 


The selection and actual buying of point-of-purchase materials are 
primarily the responsibility of the advertising manager, but prac- 
tices vary from company to company. AR’s survey of national ad- 


vertisers showed this pattern. 


e Who makes the 


of the 


final approval 
selection of a display? 
Advertising manager 


Advertising manager in combination 
with others 


Sales manager 


Sales manager in combination with 
others 


Top management 


Sales promotion and/or merchandising 
manager 


P.o.p. specialist 
Committee 


@ Who is in cha ‘ge oj the actua 


Ouuing of Y.o.p materials? 


Advertising manager 


Advertising manager in combination 
with others 


Purchasing agent 


Sales promotion and/or merchandising 
manager 


Sales manager 

Top management 
P.o.p. specialist 
Production manager 


p.o.p. medium can be found in 
comparing display activities of dif- 


ferent industries. To get such a 
picture, AR broke down replies 
from four different groups — beer 


and beverages, food products, to- 
bacco and hardware (including 
paints). Here are some of the vari- 
ations: 


Budget . . The beer and beverage 
field led in the percentage of the 
advertising budget devoted to 


point-of-purchase. The median 
percentages: 

® Beer & beverages ........ 20°% 
ND An dcvmeanecenended 16% 
ID) hciceidia wae aw eae 9% 
® Food products ............ 8% 
Displays-per-year .. Again it 


was beer and beverages in the lead 
when it came to the number of dif- 
ferent displays used in the average 
year. These are the medians: 


e Beer & beverages .......... 28 
© Pees preGucts ......c.sesuss 19 
EE sc dcccieacen cuie weenie 10 
PE © ocreekbeeee se esuen 9 


Size of total advertising budget 





“ 
° 
°o 
“ 


Under $500,000 Over All 
$500,000 to $1,000,000 Companies 
’ 7 Reporting 
36 13 23 72 
21 5 13 39 
20 2 a 26 
18 ° 9 27 
19 2 2 23 
0 3 10 13 
2 0 0 2 
o o 2 2 | 
| 
73 19 22 114 | 


w 
no 
-_ 
oe 
n 
°o 


- 3 9 18 
2 1 0 3 
6 2 0 8 
3 0 2 5 
0 0 * 6 


Units ordered . . The tobacco field, 
took the lead when it came to the 

number of units of each display 

ordered. The medians: 


PD. Lv sinteceeveeseas 15,000 
@ Food products ........... 10,000 
@ Beer & beverages ........ 5,500 
@® Hardware ..............-. 2,000 


Specialists . . Only the hardware 
field had fewer companies without 
p.o.p. specialists on their staffs than 
companies employing individuals 
who devote over 50% of their time 
to handling displays. The following 
figures show percentage 
reporting which 


of firms 
employed p.o.p. 


specialists: 

® Beer & beverages ........ 69°; 
® Food products ............ 64° 
wi tice atce knoe an 55% 
RED vcs cuasedansewes 30% 


While AR would like to have 
made similar analyses for all 26 
basic industry classifications cov- 
ered in the survey, we didn’t get 
enough replies from other fields to 
present a reasonably accurate pic- 
ture. 44 
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“FOR ACTION AT THE. 
POINT-OF-PURCHASE 


THOMAS A. SCHUTZ CO. Inc. 
8710 FERRIS AVENUE 


MORTON GROVE. MPLLINO'TIS 


The Industrial Designere 
of Display Advertising 





By Wesley |. Nunn 
Advertising Manager 
Standard Oil Co. (Indiana) 


For most businesses, point-of- 
purchase is a necessity. There are 
many reasons why. Let’s look at 
some of them. 


1. There’s the change to self-serv- 


ice, or do-it-yourself shopping, 
especially in, and as typified by, the 
supermarkets. More and more cus- 
tomers are being left on their own 

- or prefer to go it alone — with- 
out the guiding hand of a clerk. 

Shoppers no longer ask a clerk 
behind a counter for each specific 
item. Most of the time, the clerk is 
the little man or little woman who 
isn’t there. Now, point-of-purchase 
does the talking clerks used to do. 


2. There are more brands to choose 
from. The fact of more brands 
coupled with fewer clerks sets up a 
situation where something must be 
done to help guide the customer. 

Customers tend to be puzzled by 


This article is adapted from a speech de- 
livered by Mr. Nunn before a joint meet- 
ing of the Point-of-Purchase Advertising 
Institute and the Chicago Federated Ad- 
vertising Club. 
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the varieties offered. Like the little 
boy in the candy shop, they don’t 
know which to pick first. Point-of- 
purchase display helps them decide. 
If yours is the most compelling 
point-of-purchase advertising, and 
the quality is right, they are apt to 
buy your product. 


3. Impulse buying is on the in- 
crease. I have heard it said it now 
accounts for about half of all pur- 
chases made in a store. 

For example, the housewife 
nearly always buys more items than 
she had on her shopping list when 
she entered the supermarket. 

The impulse-buying impact is 
being felt in the oil business. We 
have found that motorists driving 
into a_ service station will often 
linger to buy additional items. 

When you look for the impulse 
behind the impulse, you will find— 
again—point-of-purchase. The dis- 
plays can beckon and_ intrigue, 
like the wiles of Salome; they can 
call attention like the fanfare of 
trumpets; they can even yell, “I 
told you,” like a shouting army 
sergeant! 


4. Point-of-purchase helps keep 
sales people informed about selling 
points, improvements, and other 
rapidly changing product factors. 


S. Point-of-sale reminds the re- 
tailer—in our case the Standard 
Oil dealer — of the many products 
he now offers, and of the advertis- 
ing support he receives. This en- 
genders friendliness toward prod- 
ucts and the company. It tends to 
increase the dealer’s sales effort and 
interest, as well as the effort and 
interest of his employes—and the 
interest and purchases of his cus- 
tomers. 

As to impact on the dealer, we 
have found that point-of-purchase 
helps the salesman in his presenta- 
tion to the dealer. It becomes a 
sales tool for all concerned. 

We recently conducted a survey 
of dealer attitude toward point-of- 
sale with some very interesting re- 
sults. It was made of competitive as 
well as Standard dealers. We were 
not identified as the sponsors. 

Gasoline dealers, both ours and 
others, said they like point-of-sale 
advertising at their stations for 
many reasons. They said that point- 
of-sale advertising is attractive, 
colorful, lively, different, believable, 
inviting, clever, and a host of other 
adjectives. 

They said it brings in customers, 
stimulates sales, looks personalized, 
reminds people of other advertising, 
calls attention to the station, makes 





selling easier, and much more. 

It was quite apparent from the 
survey, that point-of-purchase ma- 
terial establishes a concept or char- 
acter in the minds of dealers and 
customers of a company and its 
products. 


6. The age that we live in has an 
extremely important influence on 
the need for point-of-purchase. 
People travel at a fast clip. They 
have much to remember, and have 
a tendency to forget. Many people 
subscribe to the idea that the pub- 
lic has only a “seven day memory.” 

Point-of-sale then becomes the 
memo any customer might write to 
himself if he saw something in an- 
other medium that interested him. 
But he seldom does write such 
memos. Point-of-sale does it for 
him. 


» These are some of the reasons 
why point-of-purchase is a neces- 
sity today. But we need better in- 
tegration of point-of-purchase with 
other media and with the entire 
sales effort. 

This question of integration has, 
however, ramifications, and one of 
them is the question of whether or 
not  point-of-purchase suppliers 
should allow commissions to adver- 
tising agencies. 

Please keep in mind that any- 
thing I say on so grave a subject as 
that is obviously in the realm of 
personal opinion! I am not inter- 
ested in trying to establish any 
widespread policy. As a matter of 
fact, current discussions of the 
whole commission system would in- 
dicate a joint action is out of order!! 

I'm aware of the issues. Some 
suppliers, for example, feel that if 
agencies were paid commissions on 
point-of-purchase advertising, the 
agencies would recommend a great- 
er expenditure for this medium and 
thus increase the need to produce 
displays (see March AR, p. 91). 

Others argue that the cost of 
point-of-purchase would increase 
by at least a part of the commission, 
and thus reduce the amount of ma- 
terial to be produced. 

Some advertisers say that an 
agency does not earn a commission 
on an item like point-of-purchase, 
in comparison with the work done 
in the development of newspaper, 
radio, television, and poster adver- 
tising. 


> My opinion is that the cost of 
point-of-purchase advertising is a 
negotiable item, both between the 
supplier and the advertiser, and be- 
tween the agency and the adver- 
tiser, to the extent that the agency 
participates. 


Beautiful 
Design 
Sturdy 

Construction 


Tell Your Story — Sell Your Product with 


TEL-A-SIGN 


ILLUMINATED PLASTIC SIGNS 


Leaders in the field of ANIMATION 


TEL-A-SIGN is proud to serve many 
famous leaders of industry with bril- 
liantly lighted ‘traffic’ signs at point 
of sales OUTDOOR SIGNS in wide 
diversity, INDOOR SIGNS for every 
vantage point — window, wall, 
counter, cash register. Made of non- 


TEL-A-SIGN, Inc. 


breakable plastic, they provide a 
brighter, sharper display than neon 
— at a fraction of the cost. 

TEL-A-SIGN's new developments in- 
clude Dynalite, Flowing Lite, and 
COLOR TRANSPARENCIES - ani- 


mated through polarization. 


Write for literature in full color. 
960 West 122nd Street, Chicago 43, Illinois 


OFFICES in principal cities 


Creators and manufacturers of Point-of-Sale plastic signs in 
the industry's most modern and complete plant 


SIrdsIJi3c0 
Peer ee | 


the best displays 


are powered by 


SATS te, 


display 


motors 


SYNCHRON 30 
Super Hi-Torque Timing Motor 


Ideal for short term applications operating turntables, 
display wheels, rotating signs, and easily adapted to 
any special type of motion display. 30 inch ounces 
guaranteed torque at 1 RPM. 


SYNCHRON 20 
Hi-Torque Timing Motor 


For long term operation of turntables, display wheels, 
and rotating signs. 20 inch ounces guaranteed torque 
at 1 RPM. Can be adapted to any special type of 
motion display. 


Write for more information today! 
HANSEN MANUFACTURING CO., INC. 
{ estastisHeD 1907 Princeton 11, Indiana 


Workhorse of the Industry 


Hansen Representatives: The Fromm Co 
St., Chicago, Ili. R. H. Winslow Assoc., 123 E. 37th St 


5254 W. Madison 
New York, 


N.Y. Electric Motor Engineering, Inc., 8255 Beverly Bivd., Los An- 
© geles 48, Cal. and 3907 Lyon Ave., Oakland, Cal. H. C. Johnson 
—_ Agencies, Inc., Rochester, Buffalo, Syracuse, Binghamton, New York. 
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Spotting Sales-Boosting Ideas 
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SALES PROMOTION PROBLEMS? 
LET US HELP YOU SOLVE THEM — 
WITH FRESH IDEAS, NEW DEVICES 


SELL-PRINT ‘‘See-Thru’’ Signs — 
with the selling message brilliant- 
ly printed in rich colors on crystal- 
clear Acetate — can get any new 
product or special deal off to a 
flying sales start. Here’s a recent 
example: 


for KRAFT FOODS... 


This brightly printed red, 
white 


black and 
Acetate window and door sign 
is sparklingly transparent, gets up 
quickly in any store without balking 
by storekeepers, because of the ‘“See- 
Thru” feature and because it’s 
easy-up, too, with built-in 
adhesive. Resists soiling, 
if need be. 
tone on the 
whistle! 


press-on 
cleans easily 
Reproduction of the half- 


package clean as a 


TOPS FOR 
TOPICAL 
TIE-IN 


Colorful, 

cleanly 

printed, 

compact, 

this display 

for State 

Pharmacai Co.’s 

“all-in-one” 

packages 

makes a 

highly 
practical and mighty effective selling 
machine. Storemen like such a space- 
saving product mover — give it a top 
spot to reach buying traffic. SELL- 
PRINT went into high gear to get 
the display out fast but RIGHT, so 
that store distribution could be made 
pronto, and the _ full 
of the 
Parks 


sales impact 
Bert 


that 


tie-in with the popular 

could get 
volume rolling. Simple or complex, 
SELL-PRINT can deliver your dis- 
plays — made and printed right — 
when the heat’s on! 


® SEND FOR SAMPLES of ‘‘See- 
Thru” Printed Acetate signs — 
and call in SELL-PRINT to help 
you develop better ‘Buying Im- 
pulse”’ Signs and Displays for 
your next promotion! 


TV program 


PLASTIC CALENDARS * PREMIUMS * SALES PROMOTION SPECIALTIES 


BUMPER STRIPS © SCOTCHLITE TAGS * CONTINUOUS ROLL-BACK BAR OR WINDOW DECOR * VACUUM FORMED SIGNS ¢ 


Seut-Printanc. (7 


612 N. MICHIGAN AVE., 


I do not believe that the flat 15% 
commission is justified on the basis 
of present agency participation in 
point-of-sale. At Standard we de- 
pend on suppliers, mostly, for ideas 
about materials, motion, and con- 
struction. Our agency assists on 
copy and art. The head of the point- 
of-sale section of our advertising 
department is the coordinator. 

The building of signs is a special- 
ized manufacturing business, like 
the manufacture of 24-sheet poster 
structures, the manufacture of 
printing presses, and _ television 
cameras. Agencies generally do not 
specialize in such activities. They 
do however, specialize in the cre- 
ation of sales messages as expressed 
in good art and copy. 


> But regardless of my views, or 
yours, on how much and how the 
agency should be paid for what 
they do in connection with point- 
of-purchase materials, there are 
several positive reasons why no 
agency can afford to neglect point- 
of-sale or, more correctly, why 
every agency has much to gain by 
doing all in its power to see that its 
clients’ point-of-sale advertising is 
always successful. 
Point-of-purchase is a kind of in- 
surance for the balance of the ad- 
vertising budget. In our case, it 
represents less than 10% of the 
total budget, yet, without its im- 
pact on consumers where the sale 
is made, the effectiveness of our 


Season's Greetings ... 


Promotion Materials 
Vivid for Easter 


Since bunnies, baskets and color- 
ful eggs go with Easter like Santa 
Claus with Christmas, it goes with- 
out saying that the 1957 promotion 
materials for Easter merchandising 
consist mainly of bunnies, baskets 
and colorful eggs. 


Pollack’s Bunny 


New displays from 
Greets Spring 


Pollack Poster 
Print Inc., Buffalo, 
N. Y., feature a promotional parade 
of eastertime materials in bright 
colors. 

Star of Pollack’s Easter parade is 
an appealing bunny five feet high 
and 3’ 4” wide. Printed on heavy 
paper, the giant rabbit practically 
glows in vivid Easter pink, Sky 
blue, Royal purple, Brilliant yellow, 
and touches of Deep red. 

Easter egg displays in single col- 
ors that match “Pete” can be or- 
dered with him as a complete kit 


advertising in all other media is 
lessened! It is therefore important 
to the agency, for purely selfish 
reasons, to see that point-of-pur- 
chase is successful. 


>» Agencies, through their study of 
the need for an advertising tie-up 
at the point-of-sale, should always 
have suggestions that constitute a 
fine brand of service to the client, 
regardless of the kind or amount of 
remuneration. 

While concluding that we would 
not now be justified in paying a flat 
rate of expenditure for point-of- 
sale, I wish to keep the door ajar 
by emphasizing not at this time! 
The time may come. But — there 
are some intermediate steps: 


1. Agencies should improve their 
point-of-purchase services. 


2. Agencies should find and make 
use of opportunities to do something 
to make point-of-purchase more 
effective, and to make themselves 
more essential to the  point-of- 
purchase effort. 


Then is the time to talk remuner- 
ation. 


>’ Good agencies and good clients 
generally recognize that neither ex- 
pects the other to give or get any- 
thing for nothing. But the horse 
must pull the cart. The considera- 
tion must be, first, what can and 
does the agency do, then, how and 
how much it is to be paid. 44 


of eight or as individual signs pro- 
moting candy, gifts, baskets, flowers, 
toys, easter egg dyes, greeting cards, 
and gift wrappings. 

Additional information on 
promotion materials is available. 


the 


. .» for more details circle 841, page 113 


Easter Egg 
Decals 


For “in store” 
easter displays or 
as a premium, 
Meyercord Co. offers its “Happy 
Egg Faces.” The decal selection 
consists of six complete “faces,” in 
vivid poster techniques and colors. 
The individual features can be in- 
termixed for novel and humorous 
effects, and the decals are equally 
effective on boxes, posters, and of 
course, eggs. 

Another Meyercord selection is 
called “Assorted Easter Egg De- 
cals,” consisting of 12 juvenile East- 
er designs in typical Easter colors. 

Actual sample sheets and specific 
prices. 


- +» for more details circle 842, page 113 





Your entire illuminated 
dealer identification 
Sign program 
can be placed in our hands 


with complete confidence. 


r NEON BFwROYMDVOOTTS XINCORYORATED 


Neon Avenue, 
Lima, Ohio 
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STOUT 
metal signs 


POINT - OF - PURCHASE 
AND ROADSIDE SIGNS 


INCREASE 
DEALER 


SALES! 
al 


petal 
wo — 
STO UE SiS N 


6425 West Florissant Ave., St. Louis 20, Mo. 


SEND FOR NEW CATALOG 
Shows you what, where 
and how Stout Metal Signs 
promote sales! 


Write today for your free copy! 


Attention! 
MAGAZINE PUBLISHERS 


We offer you full facilities plus 
centralized location for printing, 
binding and mailing your periodi- 
cal publication, either sheet-fed 
multi-color letterpress, offset or 
web-fed offset. Ample paper sup- 
plies available. 
For detailed information, write 


| M.B.A. Publishing Department 


| 201 South 7th, Columbia, Missouri 


COUNTER 
WINDOW 
FLOOR 

SELF SERVICE 
MOBILE 
MOTION 


Our creative staff is 
ready to solve your 
next display problem 


Write us... 


FLAX 


artists' materials 


Chicago 

Los Angeles 
New York 
San Francisco 
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|WRAP-AROUND *%’,:"&%" faces 
nin rege ae a CHROME STEEL orpointofsale 


PLASTIC AND 
4028 Walnut St., Philadelphia 4, Pa. SIGN FRAMES GLASS SIGNS 


Just Wrap Around and Clip 
ques Free Sample Assortment 


| THE YARDER MFG. CO. 725.22%""3 “rvs 
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POPAI Meeting to 
Set Record Attendance 


Scheduled for April 10-12 at Chi- 
cagos Palmer House, the 11th 
meeting of the Point-of-Purchase 
Advertising Institute is expected to 
break a record for attendance. Ad- 
vance interest, according to general 
chairman Robert D. Phelps, Phelps 
Mfg. Co., Terre Haute, Ind., indi- 
cates that between ten and 15 
thousand people will attend. More 
than 100 exhibits have been booked. 

Highlight of the symposium will 
be two forums. On Wednesday, 
April 10, Horace W. Blanchard, 
merchandising materials manager, 
National Biscuit Co., will moderate 
a panel covering the drug, soft 
drink and automotive fields. The 
second forum, on Friday, moderated 
by Ralph Head, v.p. and director of 
marketing, BBD&O, will include the 
food, appliances, beer, liquor and 
tobacco fields. 

Both forums, in which outstand- 
ing authorities will participate, will 
cover the following points: 

1. Steps in planning a p.o.p. pro- 
gram, including pre-testing. 


2. Does your agency include rec- 
ommendations for p.o.p. as part of 
its planning? 


3. Do p.o.p. suppliers offer you cre- 
ative ideas, and can they do a better 
job? 

4. Which methods of distribution 
and installation of p.o.p. material 
have you found most effective? 


S. What types of p.o.p. material 
have you found most effective? 


6. What percentage of your total 
advertising budget should be al- 
located to p.o.p.? 44 


Dixie Cup Baskets . . . Special Easter 
designs on Dixie Cups change standard 
food containers into appealing seasonal 
merchandisers for displays or kiddie’s 
Easter baskets. 
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Which Makes 
A Big Thought Bigger? 


MAN MAN 


William Shakespeare 


William Shakespeare 
What a piece of work is a 


man ! how noble in reason! What a piece of work is a man! how 
how infinite in faculty! noble in reason! how infinite in 


in form and moving how ex- faculty! in form and moving how 
press and admirable! in 


cattan het Ge on aneit tin express and admirable! in action 
aasdaaieaaenins ! how like an angel! in apprehension 
the beauty of the world! how like a god! the beauty of the 
the paragon of the animals! world! the paragon of the animals! 


B. words. Big idea. Isn’t it a pity to slow 
them down, as at the left above? The thoughts you put 
into type also have a reason. Doesn’t it always pay to 
show them at their best typographically. Members of 
the ATA do just that. They have the added Creative 


approach to Typography. Send your words to ATA 


experts—it costs no more. 


It Pays to Set Type Right 


Advertising Typographers Association 
of America, Inc. 


Executive Office: 461 Eighth Avenue, New York City 1. Glenn C. Compton, Executive Secretary 
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Advertising Typographers 
Association 
of America, Inc. 


AKRON, O. 
The Akron Typesetting Co. 


ATLANTA, GA. 
Higgins-McArthur Company 


BALTIMORE, MD. 
The Maran Printing Co. 


BOSTON, MASS. 

The Berkeley Press 
Machine Composition Co, 
H. G. McMennamin 


BUFFALO, N. Y. 
Axel Edw. Sahlin Typographic Service 


CHICAGO, ILL. 

J. M. Bundscho, Inc. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc. 
Frederic Ryder Company 


CINCINNATI, O. 
The J. W. Ford Company 


CLEVELAND, O. 

Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 
Yaeger Typesetting Co., Inc. 


DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, O. 
Dayton Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas P. Henry Co. 
Fred C. Morneau Co. 
George Willens & Co. 


INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 


KALAMAZOO, MICH. 
Claire J. Mahoney 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


NEW YORK, N. Y. 

Ad Service Company 

Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Atlas Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Ad Service 

King Typographic Service Corp. 
Linocraft Typographers, Inc. 
Master Typo Company 

Chris. F. Olsen 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 

Royal Typographers, Inc. 
Frederick W. Schmidt, Inc. 

Harry Silverstein, Inc. 

Supreme Ad Service, Inc. 

Tri-Arts Press, Inc. 

Typographic Craftsmen, Inc. 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt H. Volk, Inc. 


NEWARK, N. J. 


Barton Press 
William Patrick Co., Inc. 


PHILADELPHIA, PA. 

Walter T. Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul O. Giesey Typographer 
ST. LOUIS, MO. 

Warwick Typographers, Inc. 
SEATTLE, WASH. 

Frank McCaffrey’s 


TORONTO, CANADA 
Cooper & Beatty Limited 
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In the fifth article of this series, 


the major trend pointed out by the author 


is one of degeneration in lettering and layout! 


By A. Raymond Hopper 


This is the fifth in this series for 
AR which has studied the selection 
of advertising headline typefaces. 
During these last few years, I have 
clipped literally thousands of ads 
from a selected group of publica- 
tions and analyzed the typography. 

During the past six months or so, 
there has been a feverish, almost 
degenerate, sort of activity. There is 
apparent an ihilism in layout and a 
disorganization of typographical 
elements. Many designers seem 
bent on violating all the funda- 
mental principles we all used to 
hold so dear. We used to believe 
that the function of typography was 
to make advertising more inviting, 
more readable, and hence more 
productive. 

These rules no longer seem to 
apply, at least with an increasing 
number of designers. Their fracture 
is most noticeable in the use of 
hand-lettering and photo-composi- 
tion, since these make it somewhat 
easier to go off in all directions. 
They seem to invite distortions and 
weird textures and erratic mal- 
alignment. 


> These deviations from the tradi- 
tional have their place, of course, 
but they could be handled more 
adroitly and with a _ constructive 
purpose. But too often they are 
used merely to attract attention to 
themselves rather than to the mes- 
sage of the advertisement. Slapping 
a person in the face may be a good 
way to attract attention, but it won’t 
put him in a friendly and receptive 
mood! 

This same approach is infecting 
even the use of conventional type. 
The layouts often not only utterly 
ignore the simplest rules for making 
type readable, but also abandon any 
effort to guide the reader’s eye 
through the ad in a logical path. In 
many cases, the layouts do not even 
offer the reader a logical place to 
begin. 

There are, of course, hundreds of 
beautiful and skillfully handled ad- 
vertisements. Yet the sinners are 
becoming so frequent and so blatant 
that they are emerging as a trend. 

This is both disturbing and dis- 
concerting. This deterioration in 
taste is important. Termites don’t 
knock a house down, but if they 
are allowed to work long enough, 


the end result can be painfully 
destructive. 


>» My last report in this series ended 
with July, 1956. This one extends 
from August, 1956, to January, 1957, 
both inclusive. It is based on the 
tabulation of display type faces 
used in 4,031 full-page advertise- 
ments, and also is broken down into 
the five different categories of mag- 
azines surveyed, to show the vari- 
ation from the over-all average 
manifested by each type of publi- 
cation. The latter will be detailed 
further on. 


But despite the sometimes wide 
variations, the same five classifica- 
tions of type faces accounted for 
85% of the total, and ranged from 
80.0% to 93.5% in the individual 
magazines. So that if any trend in 
type preferences exists, it must be 
within these five classifications. 
These were Hand Letter (including 
photo-reproductions), Gothics, Sans 
Serifs, Bodonis, and Century 
Schoolbook. Of the total 4,031 ad- 
vertisements, 24.4°% used Hand Let- 
ter wholly or in part, 20.2% used 
conventional Gothics, 26.7% Sans 
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has everything’ doesnt 
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What good thing is 
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gained by hand 


which employs every conceiv- 


confusion and 
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device to 
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Looks luxurious . 


but what reader will struggle over all those 
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Is this supposed to increase legibility, or is it just too much artiness 


and too little typographic sense? Atmosphere? . . 
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hand-letter sand traps? To be quite in modern style, must we deny 


and discard 
readability? 


everything we have ever 


Serifs, and _7.2°; 


Century 


6.5°%, Bodonis, 


Schoolbook. 


> The characteristics that in the 
1930’s separated the then new Sans 
Serifs from the old fashioned Goth- 
ics have become, in some more re- 
cent versions of both Sans Serifs 
and Gothics, so interchangeable that 
it is sometimes hard to know how 
to label them properly. It would, 
therefore, not pervert the truth, but 
only more sharply point it up, to 
combine, for the moment, these two 
leading groups. This shows that 
46.9°%, of modern typographic choice 
is for serifless letterforms, and this 
is further increased by the Hand 
Letter photo-composition _ styles, 
many of which are merely varia- 
tions, exaggerations, or perversions 
of letterforms without serifs, how- 
ever little they may conform to 
the basic and original purposes of 
this kind of type. 
Therefore, it would 


be 


scarcely 
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learned about 


typographic 


beside the mark to assert without 
further argument that serifless let- 
ter styles alone at present are more 
consistently employed than all oth- 
ers combined. Still, it is interesting 
to note here that, of the 1,075 pages 
using Sans Serifs, not Gothics, 
Bauer’s Venuses alone were chosen 
for 502 advertisements, or nearly 
half, while all other Sans Serifs 
were represented in the remaining 
573 pages; a sort of trend within a 
trend, I might say. 

And it is obvious, from more than 
a year and a half of careful and 
extensive tabulation, that adver- 
tising men’s preference for serifless 
faces, which has persisted for sev- 
eral years, and still accounts for 
practically half of all advertise- 
ments, is not yet in any imminent 
danger of having to bow to any old 
or new serif-finished face. 


> But from this very long tenure 
it is straining the definition of the 


. phew! 


One ssssst- *§§ 
_ does more for your hair 
® than brushing 
100 strokes a day! 
MK Hedine Quit 
Lénolin Discovery SS 


HAIRDRESSING 


"| 


What ever happened to that now hoary dic- 
tum limiting headings to four words? Here 40 
were deemed necessary for the top display 


and 12 more at the tail. 
mote a feminine aura! 


And Gothics to pro- 


word to call it a “trend,” which im- 
plies movement in a certain direc- 
tion. The overwhelming persistence 
of the passion for serifless types, 
whether this be good or bad, is a 
phenomenon which, for a long time, 
has been clearly apparent, with 
only relatively little fluctuation. 

A more significant trend is the 
startling drop in the use of the Bo- 
donis (6.5%) and Century School- 
book (7.2°.), still the most used of 
the conventional Romans, when 
these are contrasted with the more 
popular forms. 

Now let’s go back for a moment 
to note the effect each class of pub- 
lication had on preferences for the 
five leading styles of type, in com- 
parison with the over-all averages. 


» Whereas, of the total 4,031 pages 
examined, 24.4% used hand letter- 
ing or photo-reproduced faces, the 
pragmatical Advertising Age had 
only 8.6% and Business Week only 





12.0%. But the general circulation 
weeklies and monthlies ran riot in 
this category. Woman’s Home Com- 
panion and McCall’s, probably be- 
cause of their feminine slant, led 
with 36.9% and 35.7% respectively, 
while Better Homes & Gardens had 
32.4% and Life 32.5%. Saturday 
Evening Post trailed with only 
27.4%. Evidently, business men 
were considered only one-third or 
one-quarter as amenable to artistic 
flourishes as were the general pub- 
lic. 

This was borne out by the use 
of Gothics, though these varied less 
from the norm of 20.2%. Advertis- 
ing Age and Business Week de- 
voted 24.2% and 22.0% of their 
pages to Gothics. The two general 
weeklies only 21.5% and 19.8%, and 
the three more feminine appeal 
publications only 17.3%, 17.1%, and 
W.H.C. only 15.3%. 


> The relative preferences for Sans 
Serif types were more sharply de- 
fined. Against an over-all average 
of 26.7% in this category, 30.0% of 
Advertising Age’s page ads used 
Sans Serifs and 39.0% of those in 
Business Week. Better Homes & 
Gardens ran a bit over the total 
average with 27.3%. S.E.P. had 
25.4%, but Life only 17.1%. And of 
the women’s papers, W.H.C. 
dropped to 23.4% and McCall's to 
19.7%. 

The variations in preferences for 
Venus are curious but scarcely de- 
finitive. Perhaps they are best ap- 
preciated by tabulation. 


No Other Leading Toothpaste 


cieans - CLEANS - CLEANS 


Like Colgate Dental Cream! 


/” Because No Other Leading Teothpaste 
Contains GARDOL 
TO GIVE YOU LONG-LASTING PROTECTION 
AGAINST BOTH BAD BREATH ANO TOOTH DECAY 
With Just One Brushing! 
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An example of a distinct modern trend. . 
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layout material. 
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The Choice of Advertising Typefaces 


HAND AND 


PHOTO LETTERING GOTHICS 


All other 
Venuses Sans Serifs 
Total 4031 pages ZS, 14.2% 
Advertising Age 11.8 18.2 
Business Week 19.3° 19.7 
Life 8.7" 8.4 
Sat. Eve. Post 12.6* 12.8 
Better Homes & G. 15.0° 12.3 
McCall's 5.7 14.0 
Woman's H.C. 13.2" 12 


*In five of these publications, the use of the 
Venuses nearly equalled or materially exceeded that of 
all other Sans Serifs combined. Why McCall's show 
so contrary a preference seems obscure. 


As for Bodonis, the total average 
usage of 6.5% ranged in the indi- 
vidual magazines from only 4.5% 


“GUARDS: GUARDS: GUARDS 


Te Ce 


Se LETTE r a 


Is this hand lettering an im- 
provement on type .. . al- 
most any type. . 
readability or art? 


. for either 


SAN SERIFS OTHERS 


to 9.7%, too small a differential to 
have any meaning. And Century 
Schoolbook showed about the same. 
Against a total average of 7.2%, the 
range in the individual papers was 
only from 5.6% to 12.2%, and three 
of these fell within 0.3% of the total 
percentage. 


> To complete this report, we need 
only mention the styles of type- 
faces that still found favor, though 
in insignificant degree as regards 
a trend. That Bookman, Cloister, 
Corvinus, and Bernhard Modern 
Roman each was used only once 
in nearly 600 page advertisements 


Typeface completely out of tune with pic- 
tures; not even adequately leaded for 
legibility, though space is a-wasting. Are 
we admitting we're aiming at morons? 


April 1957 + ar + 6] 





MTT A Ta ae 


Kenneth W. James, Pres 
200 VARICK ST... NEW YORK 14, N.Y 


ia 


our specialty 

e MAGAZINES 
e CATALOGS 
e BOOKLETS 
e FOLDERS 


&® Mail sample for Quotation or 
Phone us to Call 


: a Ph. CHesapeake 
Sersen S 3-2050 


Imprinting, Inc. 


120 South Sangamon St. 
Chicago 7 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. AR-4 


Pe ee 
1 re) eke) eee: 
fe) a0 10) hme me a! 


April 1957 


in the Saturday Evening Post 
means just nothing at all. 

That Fortune was used 14 times 
and Craw Clarendon five in the 
same span certainly shows no trend. 
Nor did these last two do any better 
in other publications; Fortune, out 
of over 4,000 pages, showed only 89 
times and Clarendon only 57. In- 
deed, the Caslons did nearly as 
well; 5.6% in Advertising Age, but 
actually only 80 times in the over 
4,000 pages surveyed. 

And that was approximately the 
status of the Square Serifs, which 
were more frequently used in 





Television Programs of America, inc 
brings you your first 
ANNOUNCEMENT AD 
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“MOST MEMORABLE CHARACTER 
IN AMERICAN FICTION” NOW FOR TV 


Jig Saw Puzzle. . 


Do-It-Yourself Ad 
Presents Challenge 


For what was perhaps a first in 
advertising history, Television Pro- 
grams of America ran a “put it to- 
gether yourself advertisement” in 
the January 7 issues of Advertising 
Age and Broadcasting-Telecasting. 

The insert, which pushes TPA’s 
new show “Last of the Mohicans,” 
is perforated. The reader is sup- 
posed to tear out the page, divide 
it into quarters, and slide the pieces 
around until the ad is put together 
correctly. According to the direc- 
tions, which are printed on a facing 
page of the publication, the job of 
reassembling the ad should take 
just 14 seconds. 

“Actually,” says Elihu E. Harris, 
president, Donall & Harman. N. Y., 
TPA’s agency, “we designed it in 
such a way, with art, bold lettering 
and white space, so the reader is 
aware of what the ad says even if 
he doesn’t go in for the do-it-your- 
self angle.” 

The layout for the insert was 


Business Week than elsewhere. 
Even the previously moderately 
popular Garamonds appeared, dur- 
ing the whole six months, only 42 
times, thus becoming precisely as 
evident as the Cheltenhams, or 
about 1.0% of the total 4,031 pages. 

And yet, of the “also-rans,” these 
were the most often seen. In fact, 
for the half year reviewed, there 
was remarkably little use of types 
other than those already mentioned, 
almost as if the doldrums had over- 
taken production men’s and art di- 
rectors’ interest in typographic in- 
genuity and experimentation. a4 


. Simple four-piece ad can be assembled without tearing out. 


adapted from an earlier mailing 
piece designed by Norman Geller 
of KGA Studios. The disassembly 
was handled by La Salle Litho 
Corp., New York, which printed 
both mailer and insert. Both sides 
of the insert were sent to the cam- 
era room in finished form. The 
printer then cut the negatives in 
four sections and reassembled them. 

The insert was printed on 100 
pound Starwhite Text made by W. 
C. Hamilton & Sons, Pennsylvania, 
using black and “Mohican Red.” 44 


European Foundries 
Combine Price Lists 


Book and display types from two 
European foundries — Amsterdam 
and Berthold — are reproduced in 
one-line samples, together with font 
prices, in the 1956-57 list from Am- 
sterdam Continental Types and 
Graphic Equipment, New York. The 
booklet includes such familiar con- 
tinental faces as De Roos, Egmont, 
Libra and Standard. The late Wal- 
ter McKay’s Columbia, designed 





“P J. Conkwright, Jr., one of the outstanding 
present-day designers, deserves the thanks of 
all printers who take pride in their work. In 
Monticello, he has guarded against that over- 
refinement of individual letter characteristics 
SO deplorable in many adaptations of classical 
letter forms. While contemporary in feeling, it 
is soundly based on the great principles of the 
past. Monticello is eminently suitable for both 
traditional and contemporary printing.” 


FrED ANTHOENSEN, President 
The Anthoensen Press 
Portland, Maine 


His Work Triumphs 


Through Linotype 


In the last ten years, P. J. Conkwright, 
Jr., medal winning Princeton Univer- 
sity Press typographer, has had more 
books in the AIGA’s “50 best” than 
any other designer. This, in itself, is 
testament to Mr. Conkwright’s uner- 
ring good taste in design. 

Monticello was developed by Lino- 
type with his collaboration. A perfect 
marriage between old style and mod- 
ern faces, Monticello was derived from 
a type cast at Philadelphia in the late 
eighteenth century. In the recutting, 
all the subtle design characteristics of 
the original were retained, while print- 
ability and “color” were improved. 

The taste of P. J. Conkwright, Jr., 
as reflected in pleasant-reading, useful 
Monticello, exemplifies the rich typo- 
graphic resources, both American and 
European, which are at your command 
through Linotype. 


Mergenthaler Linotype Company, 29 Ryerson Street, Brooklyn 5, N. Y. ¢ LINOTYPE - 


Agencies: Atlanta, Boston, Chicago, Cleveland, Dallas, Los Angeles, New York, San Francisco. In Canada: Canadian Linotype, Limited, Toronto, Ontario 
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primarily for American use, is 
among the Amsterdam types shown. 

In addition, ornaments, initials 
and small caps are illustrated in 
the price list. The Berthold designs 
originate from the type foundry in 
West Berlin, those by Amsterdam 


from the Netherlands. 
. . + for more details circle 819, page 113 


Venus Family Adds 
Light Condensed Form 


The Bauer family of Venus type- 
faces has branched out to include 
Venus Light Condensed, a slender 
gothic now being cut in sizes from 
6 to 66 pt. An announcement from 
Bauer Alphabets Inc., New York, 
points out that the face holds its 
color all the way through point 
variations. Many condensed gothics, 
the distributor states, show a tend- 
ency to get heavier in color in the 
larger sizes. 


We fashion shapes of beau 
FOR THE GUIDANCE OF THE 


Other Venus weights on the mar- 
ket are light, medium, bold and ex- 
trabold extended. There are also 
three italics, in light, medium and 
bold. 

A showing is available. 

. . « for more details circle 820, page 113 


Shading Films Put 
Pattern in Type 


Photographic type can now take 
on a variety of shadings, with the 
development of 35 film patterns by 
the Cello-Tak Lettering Corp., New 
York. Intended primarily for art- 
work and layouts, the films also 
adapt themselves to lettering areas. 
Sample effects are shown in a new 
catalog produced by the company. 

All shading films give a uniform 
dot, thus insuring clean, sharp re- 
production either by letterpress 
or offset, according to company 
spokesmen. An additional advan- 
tage is that when the shading is 
applied to artwork or type, the 
plates can then be made as line 
cuts. This brings the cost of plates 
down to a minimum. 

The range consists of screen tints 
from 30 to 85 line, with tones from 
15 to 70%. Films come in sheets of 
micro-thin, non-glare, matte finish 
acetate with a _pressure-sensitive 
adhesive backing. The matte finish 
makes for good reproduction and 
permits further artwork to be done 
over the pattern. It will take ink 
or water color smoothly without 
crawling and permits the user to 
work in pen, brush or ruling pen. 

Examples of Cello-Tak shading 


film are provided with the catalog. 
. . + for more details circle 821, page 113 


ultrafastidious 


We don’t mean the fuss- 
budget who goes out of 

his way to find fault with 
everything. We mean the man 
who likes things right... 
whose devotion to detail 
spells the difference 


between mediocrity and craftsmanship. 


We have lots of them for customers. 


| M O N Ss : FE N | typographers, inc. 


22 East Illinois Street 
CHICAGO 11, ILL. 


928 South Figueroa Street 
LOS ANGELES 15, CALIF. 


806 Fifteenth Street, N.W. 
WASHINGTON 5, D.C. 


Craftint Spotlights 
Self-Adhering Type 


Craf-Type, self-adhering type 
printed on matte-finish acetate, is 
illustrated and cataloged in a re- 
cent handbook from the Craftint 
Mfg. Co., Cleveland. Hand-lettering 
styles, scripts and facsimiles of 
metal type originals such as Chisel, 
Barnum and Clarendon are shown. 
Craf-Type comes in reverses and 
17 colors as well. 

To use the type, the artist simply 
cuts out letters from the acetate 
sheet, places them in position on the 
layout or artwork and _ burnishes 
them down. Sheets start at 85c 
apiece. All alphabets are shown in 
actual size in the catalog. 

Other sections of the specimen 
handbook illustrate symbols and 
designs, Craf-tone and Craftint 
shading overlays, and other artist’s 
supplies. 

- . . for more details circle 822, page 113 


Sensitized Paper 
Makes Sharp Reverses 


Facts on a new sensitized paper 
for cold type reverses are offered 
by the Filmotype Corp., Skokie, Ill. 
This paper, called “Reversing B” 
differs from sheets previously used 
by the company in photo-composi- 
tion in several ways. 

It has light-passing ability, high 
image density and an emulsion 
coating that is “inside” rather than 
outside as on conventional rolls of 
sensitized paper. Users can obtain 
same size paper reverses by setting 
Filmotype copy on any kind of sen- 
sitized paper and inserting this copy 
with a strip of Reversing B into the 
printing stick. A brief exposure to 
light completes the reverse. 

According to the company, results 
are suitable for producing deepetch 
plates, engravings and screen proc- 
ess photo stencils. They can also 


be reproduced by the diazo method. 
- « » for more details circle 823, page 113 


Convention—I thought you said we 
were going to the Typographers’ 
GOON . se 





Newest Coated Papers 
Boast Day-Glo Colors 


Fluorescent colors coated to 
sheets of offset enamel are shown 
in a sampler from Crocker, Bur- 
bank Papers Inc., Fitchburg, Mass. 

These brilliant Crocker Day-Glo 
papers come in six colors: New 
blaze orange, Fire orange, Signal 
green, Saturn yellow, Arc yellow 
and Neon red. They are standard 
size sheets, 25x38”, packed in units 
of 100, with 8 packages to a carton. 

Coated on one side with Day-Glo 
ink, on the other with white coat- 
ing, they can be printed by letter- 
press, offset, gravure or screen 
process. They lie flat for easy feed- 
ing and fold readily, the manu- 
facturer states. 

Among the suggested uses: 

Direct mail pieces 

Packaging and labels 

Greeting cards 

Displays. 

In indoor uses they will retain 
their brilliance of color for many 
months, the folder points out. These 
papers come in rolls as well as 
sheets. Special sizes and weights are 
available. 


- . « for more details circle 814, page 113 


Copy-Fitter’s Tools 
Come in Clever Kit 


A complete “type package” is of- 
fered admen, production men and 
artists by Service Typographers 
Inc., Chicago. In one neat folder 
are a copy-caster, type scale, char- 
acter counter and a one-line type 
handbook showing the compositor’s 
range of text and display faces. Re- 
cent type acquisitions, such as the 
Plantin series, Fortune Bold, Wide 
Latin, Egyptian Expanded and 
Clarendon, are also tucked in to 
keep customers up to date. 

Specialists in advertising typog- 
raphy, the typesetters call attention 
to their new color proofing system, 
using Transhado. According to the 
announcement, this process permits 
proofing type in any color on trans- 
parent acetate at a cost only slightly 
more than regular proofing. Among 
its advantages: 


e Studios can see before engraver’s 
proofing just how type will look 
over tints and solids. 


e Transhado type can be used over 
illustrations or other background 
for tv trailers or spots. 


e@ It lends itself to overlays in visu- 
al presentations, X-ray diagrams 
and exploded view drawings. 


A copy of the folder is available. 


. . « for more details circle 815, page 113 
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SPECIAL FINISHES: A NATURAL WITH MARVELLUM 


Need a special cover paper — custom color, special grain em- 
bossing, lamination or vinyl coating? Your Marvellum jobber 
is the man to see. He can give you unusually fast service on 
special orders from our specialty mill equipped to handle tailor- 
made jobs —in minimum quantities. Your Marvellum jobber 
also stocks our standard cover papers in a wide assortment of 
modern colors for immediate delivery. Write today —or see 
your jobber for samples and test-run sheets. 


= 
THE MARVELLUM COMPANY HOLYOKE, MASS. 


Good Typography 
Never Takes a Holiday! 


Here Type Can Bi SERVE You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 
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It’s here, by popular demand! Now, with two weights, you can add the feeling of casual, 
yet imaginative handwriting to any printed page. The Murray Hills are practical, too: 
all sizes from 14 point to 72 point are cast on a square body, with no fragile kerns. 
Your ATF Type Dealer offers prompt delivery from stock. Ask for 
specimen brochures, or write direct to the Type Division, American 
Type Founders, 200 Elmora Avenue, Elizabeth, New Jersey. 


ATF TYPE NEWS IS GOOD NEWS FOR EVERYBODY 


Two weights 
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How to Show 
Films by Mail 


Pemco Corp., Baltimore manufacturer of ceramic chemicals, jumped its bookings 


of its industrial film from two a month to more than 16 — by using the 


mail, instead of its salesmen, to promote showings and to deliver the film. 


By Thomas S. Hook 
Advertising Manager 
Pemco Corp. 
Baltimore 


If you want to approach 100° 
distribution for your industrial film, 
why not let the postman promote it 
for you? We tried the usual meth- 
ods of distributing the Pemco film 
during the first six months after it 
was made. We had little more than 
a dozen showings! When we 
switched to direct mail promotion, 
we were able to schedule over 100 
showings during the next six 
months’ period. A year after the 
direct mail promotion had _ been 
started, over 75° of our customers 
had seen the film, and 
were still being filled. 

Our color and sound film “Every- 
thing Under Control” was essential- 
ly a tour of our plant, showing how 
ceramic coating materials — porce- 
lain enamel frits, glaze frits, and 
glass colors — are weighed, mixed, 
smelted and processed under exact- 


requests 


ing controls before they are sent out 
to be used by appliance manufac- 
turers, enamel jobbing companies, 
dinnerware and glass manufactur- 
ers, respectively. To give an enter- 
tainment as well as educational for- 
mat to the film, the movie starts 
out with a couple buying a refrig- 
erator. The couple asks what the 
porcelain enamel finish is and how 
it is made. This leads into the plant 
tour, after which we return to the 
couple to see another sale made by 
the life-time finish of 
enamel. 


porcelain 


> The general practice in planning 
film distribution is to show it at a 
sales convention, tell the salesmen 
that they now have a new selling 
tool and that they should go out and 
start showing it. In theory, this 
should work out well. What usually 
happens though, is that the sales- 
man does line up a few showings 

with his most important cus- 
tomers. He then finds how much 
the setting up of such a showing can 


interfere with his itinerary for that 
particular week. Not only that, if he 
has to hire an operator and the 
equipment, he can tie himself up 
for a morning or an afternoon or 
possibly a full day. 

Suppose, however, that he has no 
trouble finding the renter of equip- 
ment or that the customer’s plant 
can furnish the 16mm _ projector, 
screen and has an auditorium. The 
salesman soon learns that it is often 
difficult for his contact man in the 
plant or in management to round 
up all the important people from the 
production line for a special show- 
ing of an industrial film. It is easier 
to fit it into a regular meeting of 
foremen, salesmen, management, 
etc. 

But let’s assume that the sales- 
man has jumped these hurdles suc- 
cessfully. An audience is assembled. 
We find the salesman threading the 
print through the machine. Even 
experienced operators can become 
nervous when doing this job when 
a large, influential audience is de- 
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pendent upon his doing it correctly. 
Even the best projectors can blow 
a fuse just at the time when the all- 
important customers are assembled. 
With some projectors it is possible 
to thread the film two ways onto the 
take-up reel. When the sound track 
starts getting slow after the film has 
run about five minutes, then the in- 
experienced projectionist will know 
that he put the film on the top and 
incorrect side of the take-up reel. 
Our hero then must spend the rest 
of the film’s duration speeding up 
the lagging reel with his finger — 
an awkward and exasperating pro- 


cedure. 


> Even renting the equipment does 
not give insurance of a good show- 
ing. On several occasions when the 
writer has had to rent machines, the 
rental house’s man had set the 
equipment up several hours earlier. 
In each case the electrical cord was 
nowhere near an outlet and an 
emergency extension had to be 
gathered at the last minute. These 
are but a few of the headaches that 
come to the inexperienced. They 
serve to emphasize that the sales- 
man who tackles the job of showing 
a film has his hands full. He could 
easily botch the job to his own dis- 
advantage and that of his company, 
whereas it is much simpler to have 
the company man pick the day and 
time and handle it all himself. 

According to a recent survey re- 
ported in the magazine ADVERTISING 
REQUIREMENTS August 1956, 66% of 
the companies in the survey dis- 
tributed films through their own 
sales staff or personnel. Only 26% 
of the companies distributed their 
film by mail to those requesting it. 
If Pemco’s success in promoting the 
film by mail is an indication, this 
percentage could be raised con- 
siderably. 


> First, an explanation of other fac- 
tors contributing to the limited 
number of our showings the first six 
months is in order. The picture was 
available early in May. Almost all 
of the showings were made during 
the two months before the summer 
set in, a bad time for showing an 
industrial film because of the hot 
weather. The limited number of 
showings was due also to a policy 
of no general publicity nor promo- 
tion, which was set so that our most 
important customers could see the 
film first, when there would be no 
problems as to the availability of 
prints. But when October came 
around and the number of showings 
was still at about a dozen, some- 
thing drastic had to be done. 
Pulling out all the stops on the 
organ, we scheduled a full-page ad- 
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vertisement announcing the film in 
the November issues of Finish, 
Ceramic Industry, American Cer- 
amic Society Bulletin, Pittsburgh 
Ceramist and in the January issue 
of Glass Industry. News releases 
were sent out at once. The adver- 
tisements brought in some inquiries 
to start the ball rolling. 

However, it was not until our an- 
nouncement letter of December 
12, carrying a piece of film from 
the picture and inviting companies 
to schedule the film for meetings of 
foremen, management meetings, 
sales conventions and sales meet- 
ings, that we knew that we had the 
solution to the problem. From this 
letter we received four times as 
many inquiries as we did from the 
advertisement in the magazine by 
itself. We had to keep adding to our 
number of prints of the film to sup- 
ply the demand. 

On our regular monthly letter 
we were able to report in a post- 
script that the film was booked until 
April 1, but that if customers 
would send us three alternate dates 
in April we would like very much 
to keep extending these bookings. 
We soon found that we had to set 
up a “chain reaction” system, 
whereby one company forwards the 
film to the next company. We ad- 
vised them in advance to whom the 
prints were to be sent and on what 
date they were scheduled to show 
it. 

Our customers were most coop- 
erative in picking one particular day 
to show the film. Then they would 
ship the film to the next company 
the day after their showing. This 
chain reaction worked very well, 
with a record of only one out of 
every 50 showings where the print 
was delayed or did not reach the 
next person in time because the 
forwarding instructions might not 
have been followed. 

Prints were recalled to Pemco 
periodically for cleaning only. Four 
mishaps over a twelve month period 
out of more than 200 showings is 
not bad, considering the times when 
showings can be set up personally 
by a salesman and an executive 
called out of town or tied up so that 
showing cannot be made as sched- 
uled, which happens as often. 

By March 20 we were booked 
until the end of May. We kept using 
postscripts in our regular monthly 
sales letters as a reminder on the 
film, which kept the inquiries com- 
ing in and extended our bookings 
even into the summer months. 


> This system seemed to be more 
convenient for the customer. He 
could pick a regular monthly meet- 
ing or line up his audience in ad- 


vance, without having to coordinate 
with our salesman. We told the 
salesman of the booking in case he 
wanted to be on hand, but he didn’t 
have to bother about the details. 
The customer received an imme- 
diate acknowledgement of his re- 
quest, together with a sheet telling 
the details of the film, what equip- 
ment would be needed, with space 
for recording the number of people 
in the audience and including the 
name of the next company to whom 
the print would be forwarded. 

The time of showing might be a 
number of weeks after his request, 
and in that case he received a fol- 
low-up letter a week before his 
showing, advising that the print was 
on its way to him and asking again 
for the record of audience attend- 
ance and any comments. The cus- 
tomer is in the best position to 
handle the details of a showing and 
can handle everything from start to 
finish, in our experience. If the film 
helps him better understand one of 
the products he uses, he will find 
a showing worthwhile. 


> We counted about 300 of Ameri- 
ca’s largest companies using porce- 
lain enamels whom we were espe- 
cially anxious to see the film. 
Eighteen months after the film was 
available, we had achieved 75° dis- 
tribution in these companies and re- 
quests are still coming in. A con- 
servative estimate of the audience 
brings it to 10,000 persons, most of 
them important in the use, selection 
and buying of porcelain enamels, 
glazes and glass colors. The average 
audience was 31 persons and the 
total cost to Pemco for spending 
over half an hour and taking each 
person through the plant with a 
strong selling story breaks down to 
about $1 each. 

This seems high when we think 
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3. 
Or Under The Mattress? 
bank commercials 
sponsors 


. Clever 
available to local 
from Commercial Syndicated 
Films Inc., emphasize safety and con- 
venience of keeping money in the bank. 





Chow em, and tell em-youll Sell om! 


STERE-O-carRD 


brings your product to life in 3-D COLOR 
—and carries your full product story in print, too! 


Would you like captivated audiences for your 
sales story? STERE-O-CARD’s 3-D pictures 
will excite their imaginations — hold their 
interest while your message sinks in. 


Here’s how: with an ingenious folding viewer 
that shows SIX 35 mm. Eastman Color trans- 
parencies in 3-D, you visually present the 
beauty, efficiency, the advantages of your 
product. 

The viewer itself offers no less than 75 square 
inches (more than a 7 x 10 page) for your 
printed message! 

And the cost is LOW! For far less than $1.00 
each (depending on quantity) you get the 
viewer lithographed in full color from your 
art —a card with 6 double transparencies 
mounted in sequence—and a mailing envelope 
printed in one color. 


QO" 


*TM Registered—Patent Pending 


PIERCE 
INDUSTRIES 


Telephone: Fort Pierce 3600 
P.O. Box 2147 
Fort Pierce, Florida 


IT MAY BE USED INNUMERABLE TIMES 


The viewer is sturdily made. It easily will out- 
last months of repeated use. 

Two pre-focused lenses magnify the transpar- 
encies 1% times against milk-plastic light 
screens—no batteries needed. You see beautiful 
3-dimensional color pictures that literally sell 
your product on sight. 


UNLIMITED APPLICATIONS 


To sell prospects in their homes—enthuse field 
forces—win distributors and wholesalers—for 
education of all kinds—for arresting, convinc- 
ing promotions—there’s practically NO field 
in which the STERE-O-CARD won’t give inex- 
pensive sales impact. 

You needn’t speculate about STERE-O-CARD 
— see it for yourself — FREE! 


Fill out coupon, 


or attach to your letterhead. 


Please send me the FREE STERE-O-CARD 
with typical transparencies 


Name_—__ 
Commaty 


Cia. 
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A SUPER PRESENTATION 
DESERVES A SUPER EASEL 


The correct type of easel can add much 
to the success of your presentation. 
Therefore, in making your plans, please 
don't overlook the all-important easel. 


ORAVISUAL EASELS are available in a 
variety of sizes and styles. All are 
made of light-weight and durable alu- 
minum. Some are portable for easy 
carrying, while others are designed for 
one-location use. 


Our new 28 page catalog will be 
mailed free 
when requested on your business lettterhead 


ORAVISUAL COMPANY 


Box 609 A, St. Petersburg 2, Fla. 





How To Get Things Done 
Better And Faster 
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BOARDMASTER VISUAL CONTROL 


yy Gives Graphic Picture — Saves Time, Saves 
Money, Prevents Errors 

Wy Simple to operate — Type or Write on 
Cards, Snap in Grooves 

i Ideal for Production, 
Scheduling, Sales, Etc. 
Made of Metal Compact and Attractive. 
Over 100,000 in Use 


Full price $49°° with cards 


FREE 24-PAGE BOOKLET NO. R-400 


Without Obligation 
Write for Your Copy Today 


GRAPHIC SYSTEMS 


55 West 42nd St. © New York 36, N. Y. 


Traffic, Inventory, 
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of the commercial distribution com- 
panies that can send sponsored films 
for free television bookings to a 
mass audience and bring the cost 
down to pennies per person. Al- 
though our film has been shown on 
television several times on the local 
stations, we were not particularly 
interested in the consumer audi- 
ence, although the picture has a 
public relations flavor. Using the 
well known fact that it costs about 
$17 for a company to send an in- 
dustrial salesman on a call, we 
figure that it would have cost Pem- 
co $160,000 more than the cost of 
the film to accomplish this number 
of calls on these influential people 
in industry with an industrial sales- 
man. 


> With a potential market for your 
audience among 300 companies, the 
entire detail of promotion of a film 
can be done by mail. We used a 
separate twelve-month calendar for 
each print of the film, and recorded 
each reservation as it came in on a 
special calendar for marking down 
such information, where each date 
has blank space of almost 2x3’. In 
this way we could tell at a glance 
how the schedule was progressing 
and whether one of our seven prints 
had been shipped to the next com- 
pany on time. 

The nice comments that we re- 
ceived from them in quantity indi- 
cated that our customers enjoyed 
the opportunity to learn more about 
the finishing materials that they 
used on their products, and that 
they were glad to speed the film on 
its way after it had been seen, so 
that each print could make a show- 
ing per week. We are sold on the 
mails to promote motion pictures! 

44 


Record Used to 
Spark Salesmen 


Budweiser salesmen from all over 
the country, in attendance at the 
annual sales conference of An- 
heuser-Busch Inc., in St. Louis in 
January, got something new in the 
way of briefing on the company’s 
57 ad campaign. 

In addition to the usual ad blow- 
ups, tapes, film showings, etc., each 
salesman received a 45rpm record- 
ing of the radio-tv spots for 1957. 

D’Arcy Advertising Co., St. Louis, 
which handles the Budweiser ac- 
count, thought the idea of present- 
ing the musical commercials to the 
sales force on records which each 
man could take home and play back 
was a logical and practical idea. 


> The album’s cover is an example 


Record for Salesmen 
telling its salesmen about 
commercials, 


Instead of 
its musical 
Anheuser-Busch handed 
out a 45rpm record with the actual 
sound tracks of its theme ‘’Where 
There’s Life.’ 


of the Budweiser 1957 magazine 
and Sunday supplement advertis- 
ing campaigns, and 24-sheet posters. 
This gives the salesman a _ neat 
package of both the musical com- 
mercials for radio-tv and a copy 
of the opening ad. 

The °57 Budweiser campaign is 
based on the theme “Where There’s 
Life,’ which Anheuser-Busch in- 
troduced as its first musical com- 
mercial in 1956. It won the Radio 
Advertising Bureau gold _ record 
plaque as one of the outstanding 
campaigns of 1956. 44 


Talking Points... 


‘Speakeasy’ Aids 
Come Across Desk 


Whether you like it or not, 
chances are one of these days 
you'll find yourself in the center of 
the speaker’s platform. While no 
mechanical gadget or gimmick can 
make a good speaker out of a bad 
one, it is true that the speaker’s 
poise is often only as good as his 
equipment. 

Lately, a veritable flood of aids 
for the speaker have been coming 
across AR desks, and a description 
of some of them seem apropos in 
the hope of helping our readers 
who have been called forth to 
“speak up.” 


Self-Contained 
Speaker’s Stage 


Called the “Meet- 
ing Master,” this 
portable speaker’s 
unit from the Jam Handy Co., De- 
troit, consists of a rear-projection 
screen assembly mirror in a fiber 
carrying case. 

A valuable advantage to the unit 
for the speaker is the lack of ad- 
ditional equipment needed at the 
set-up point. With just the use of 
two standard tables, and folding 
side-screens or drapes which are 
available from the company, the 
speaker is ready for his audio-vis- 





ual demonstration. 

Other advantages of the portable | 
Meeting Master include: This Fleet Cor Completely Marked with 
® Short Throw . .. making rear 
projection possible for small rooms. 
e Big Screen .. . 48x36” surface Weatherproof 
gives visibility for larger groups. oe NEw self-adhesive 
@ Standard Projectors ... The unit | 
gets best results with 1,000 watt vinyl sign material | 
projectors equipped with special 3” 
lens, but can be used with 500-or 
even 300-watt lamps for small 
groups or semi-darkened rooms. 

A folder on the Meeting Master 
gives weight, size etc. 


FRE LEENA 
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Portable Lectern “Have stand — 

Just Folds Away will speak” can be 
the future speak- 

er’s motto with the advent of a oe ’ 

handy stand from the Lectern Com- * Pi we Used FasCal For: 


Steffke Freight Co., Wausau, Wisconsin 


pany, Detroit, that unfolds for in- | Large "STEFFKE” Letters 
stant use and packs up for traveling — - 

to the next meeting. The unit has ET 
an inclined reading surface for 
comfortable vision, and retail price 
of the lectern alone, without carry- 
ing case, is $39. 


Destination Strip 
Serial Numbers 
Door Panels 


completely weatherproof---+ up. Equipment back in action in 
FasCal signs look fresh as new after —_ seconds! 
a year or more! 


Colorful Talk “They'll remember 
Materials what you. Say, 

when you use Blak easy to apply. . . no water, glue 
Ray,” is the theme of literature economical... 0 specialized ap- or activator needed. Just peel off 
available from Ultra-Violet Prod- plication labor needed. No lost time protective backing . . . press FasCal 


ucts Inc., San Gabriel, Cal. in preparation, drying time or clean _ sign into place. 
The company manufactures black ’ 


light lamps and a line of glowing 
fluorescent chalks. By using these 
materials, the literature explains, 
the effectiveness of blackboard — 
messages is greatly increased. i rsmmecteeorecceceecere Fasson Products 

A variety of colors is available ) 260 Chester Street, Painesville, Ohio 
and an additional animation effect —___—— 
can be achieved by turning off room 
lights at certain points in the talk. 
The sudden darkness causes the Fasson Products 
materials to almost literally leap at Sales Offices In: — 


the listeners. a — i 


Complete prices for the fluores- | hicage | Philedelyhia 
cent chalk sets and the Blak-Ray Detroit 


lamp are listed in the literature. 


Mail Coupon Today For More Facts About FasCal 


Please send me FasCal samples, prices and descriptive 
literature. 


Title 


Street ——___ 
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Glowing Speeches . . . Ultra-Violet Prod- 
ucts Inc. introduce fluorescent chalk 
that glows in color when shown under 
the company’s Blak-Ray lamp. 
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NEW SADDLE STAPLER 
FOR DUMMY WORK 
This rugged. compact machine makes sad- 
dle stapling of dummies quick and easy. 


No need to interrupt the work on your 
stitcher or to wait until it is free. 


Handles jobs of 8 to 128 pages with width 
up to 12 inches. Uses same staples as 
your B8 office stapler. Ask your stationer. 
phone your local Bostitch representative. 
or write. 


BOSTITCH 
337 Mechanic St. @ Westerly, R. I. 


TYPOGRAPHERS 


TO THE 


SOUTHWEST 


killed ynposition 


SCOTT firm 
ada Ta hy 


MATS + STEREOTYPES * PLASTIC PLATES 
FILMOTYPE * CAMERA MODIFICATION 


2812 TAYLOR STREET, DALLAS * RI 7-3746 


| 
| 
| 
| 
| 
Prompt out-of-town delivery | 
| 
| 
| 
| 
| 
| 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


Est. 1888 
PRESS CLIPPING 
ivy BUREAU 


165 Church Street, New York 7, N. Y. 


The New 
ADMATIC 


Sells and Tells your story 
continuously with 30 
color slides, 

New CINEMATIC 
continuous trouble-free 
cabinet projection for 


your 16mm movies. Rent 
or Buy. 


me HARWALD co. 


1216 Chicago Ave., Evanston, Ill. + Ph.: DA 8-7070 
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Scissors, not Brush... 


Paper Doll Technique 
Adopted for Slides 
In Sales Presentations 


McGraw-Hill’s_ illustration de- 
partment is cutting out paper dolls 
for color slide presentations pro- 
duced faster, cheaper and more ef- 
fectively than through outside 
sources. 

The technique of paper cutouts 
pasted on illustration board and 
photographed for slides is not new, 
but McGraw-Hill has found it blar- 
ingly effective. 

Gordon Draper, illustration de- 
partment art director, reports that 
such slide presentations for Elec- 
trical World and Engineering News 
Record have produced savings of 
$5 to $7 a frame. And the presenta- 
tions have been completed in one 
to two and a half weeks—from 
script to completed film. 

While the system is simple, it 
has to be undertaken under ideal 
conditions, he added. What it needs 
is a definite, finished script and 
a fast creative man. 


> For example, a 36-frame produc- 
tion for Electrical World to pre- 
sent at the annual sales conference 
to Edison Electrical Institute 
started with the script. While the 
script was read off to the art di- 
rector, he batted out rough layouts. 

For each sketch 9x12” illustra- 
tion board is used. Onto the board 
is pasted Color-Aid paper. This 
serves as the base color. And atop 
the paper is pasted a Color-Aid 
paper cutout figure, say a consult- 
ing engineer. This is then made 
into a slide. All slides are made 
in this fashion. 

All presentations were made for 
the magazines’ sales promotion de- 
partments. 


> The second Electrical World film 
ran to 78 frames, for a marketing 
forecast. Two for Engineering News 
Record were 72 and 40 frames, one 
to accompany a speech before the 
American Petroleum Institute, the 
other for presentations to custo- 
mers. In between, a fifth was made 
for Fleet Owner, 25 frames. 

Such slide films also have addi- 
tional corollary use. In some cases 
salesmen use the original art for 
presentations. In other cases, some 
customers have requested art or 
slides geared to their own needs. 
Keeping them on slides permits a 
great deal of flexibility to meet such 
requests. 

These slides have ranged from 
4x34” glass slides to films with ac- 
companying narration on 35mm 


CONTRACTORS 90 THEIR OWN MAINTENANCE 


Paper Doll Technique . . . Effective and 
economical, is McGraw-Hill’s verdict on 
its paper cutout 
slide presentations. 


technique for color 


strip films, including narration re- 
corded by Nola Studios, New York, 
using the voice of Frank Blair, 
“Today” newscaster. 


>In production, the base-color 
paper is smeared with rubber ce- 
ment, as are the paper cutouts. 
When the pastedown is made, the 
extra rubber cement film is re- 
moved with goopie (a collection of 
such cement formed into an eraser). 
Over this sometimes goes lettering, 
or acetate overlays. 

At first the art had to be tested 
for character personalization and 
art reproduction. Later, such test 
frames were not needed and pro- 
duction was speeded up further. 
Tighter, more finished scripts also 
helped after the first venture. 

McGraw-Hill illustration depart- 
ment artists found themselves pro- 
ducing four or five slides per artist 
daily, depending on the urgency. ¢4 


One Picture Is... 


Industrial Films 
Serve Many Purposes 


Admen interested in industrial 
films but still doubtful as to where 
they might fit in their own adver- 
tising programs have only to take 
a look at the many films being pro- 
duced these days to realize the wide 
variety of functions they can serve 
and the refreshing way they can 
sugar-coat information 
not easily accepted. 

For example, the following films, 
in spite of the obvious entertain- 
ment value they contain, can easily 


otherwise 








be broken down into major classifi- 
cations including sales training, bet- 
ter internal relations, and product 
promotion. 


A Tale Of 


Product promotion 
Three Toys 


through the use 
of a documentary 
film has been achieved by the Du- 
Rona Studios, New York, in a 
16mm sound and color production 
that was produced for the Ideal Toy 
Corp., New York. 

The film was produced for the 
entertainment of parents and chil- 
dren alike and covers the origina- 
tion, creation and manufacture of 
three different toys, the teddy bear, 
a crying doll, and a walking, talk- 
ing robot. 

An unusual feature of the film 
is the equal division of the story 
line into three separate segments 
and the ability of these segments 
(each related to a particular toy) 
to stand alone as a complete four- 
minute short. Scenes in the toy fac- 
tory show actual personnel produc- 
ing the toys. 

The film is being released as a 
public service film and is available 
without charge to tv stations, 
schools, clubs, ete. 


The Butcher, A colorful musi- 
The Baker, etc. cal cartoon-movie, 
“The Butcher, The 

Baker, The Ice Cream Maker,” pro- 
duced for the Paraffined Carton 
Research Council, promotes the use 
of pre-packaged ice cream. 

Available in both color § and 
black-and-white, the animated film 
features original music, cartoon 
characters, and well-known Holly- 
wood character voices. The story 
line demonstrates how ice cream is 
made and merchandised as_ the 
Butcher, the Baker, and the Ice 
Cream Maker visit an ice cream 
plant, soda fountain, drug store, and 
a grocery store. 

It is being distributed by Mod- 
ern Talking Picture Service Inc., 
and Sterling Movies, U.S.A. Inc. 


Sweet Harmony . Scene from the 
Paraffined Carton Research Council's 
animated film, shows ‘‘The Butcher, The 
Baker, The Ice Cream Maker,’’ all get- 


ting together for a bit of barbershop 
harmony. 


“Ghost of 
A Chance” 


A 12-minute color 
film on the value 
of shock absorbers 
as a safety item has been produced 
by Video Films, Detroit, for Mon- 
roe Auto Equipment Co., Monroe, 
Mich. 

The film veers from the standard 
type of promotion through the clev- 
er use of a slightly transparent 
“ghost” who becomes the narrator 
after his death in a car crash shown 
in the opening sequence of the film. 

Through the use of the ghost, 
Monroe manages to show film tests 
made in conjunction with the Con- 
tests Board of the American Auto- 
mobile Assn., prove their point on 
the value of their product, and de- 
scribe the technicalities of the prod- 
uct in some detail. 

Additional details are available. 
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“‘Freeble Fable’ 
Sales Film 


Highlight of the 
Whiting-Plover Pa- 
per Co.’s new 
sales-training program for its dis- 
tributor salesmen is the humorous 
“Freeble Fable” film. 

The film runs a very entertain- 
ing 40 minutes in color with sound 
and relates the trials of Lavoris 
Freeble and “the long line of Free- 
bles” as they faced sales obstacles, 
triumphed (of course) over them 
and founded a dynasty of the 
“world’s greatest paper salesmen.” 

The film is shown in conjunction 
with the regular sales program and 
details are handled by Whiting- 
Plover salesmen. 

“Freeble Fable” was pre-viewed 
at the Natl. Paper Trade Assn.’s 
Chicago convention last September 
and advance bookings by distribu- 
tors were made at that time. 


“The Typewriter Remington 
In Business’ has 


Rand 
introduced a 
20-minute _ black- 
and-white sound film that is re- 
ported to be the first motion pic- 
ture ever produced on the uses and 
adaptations of today’s typewriter. 
The film demonstrates the pur- 
pose and use of all the important 
typewriter devices, plus the many 
attachments, specific keyboards 
available and other variations. 
Electric, manual and _ noiseless 
typing is covered and the demon- 
stration ranges from simple straight 
copy typing to the most complex 
automatic typing initiated by an 
electronic system like Univac. 
The film may be obtained on a 
free-loan basis by business or- 
ganizations, government agencies, 
schools, etc. 
A descriptive folder is available. 
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Are you an 
Executive with 
a training 
problem ? 


Do you need a 
clear, crisp way of 
telling the story 
of your com- 
pany’s policies 
and procedures? 


Chances are we’ve solved a 
similar problem — visually. (It 
won’t cost you anything to ask. ) 


The Chartmakers, Inc. 


SPECIALISTS IN 
Visual Telling and Selling 


480 LEXINGTON AVE., NEW YORK 17 
MU 8-2760 — Just ask for “Sales” 


PROCESS PLATES 


at moderate prices? 


Call on G. R. Grubb & Co., a family 
organization of real craftsmen. Because of 
non-metropolitan location, costs are remark- 
ably low. Complete service in all types of 
engravings with union label. Complete color 
department... including color photography, 
color separation and color correction. Fully 
staffed to provide art and retouching. Now 
in 48th year of service to agencies, printers, 
publishers and institutions. Careful attention 
to all orders... personally or by mail. Quick 
delivery by rail, bus or air. 


G. R. GRUBB & CO. 


ARTISTS AND ENGRAVERS 
CHAMPAIGN, ILLINOIS 
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THE PATH IS 
BEST TRAVELED 
WHICH IS 
BEST LIGHTED 


More and more distinctive 
illuminated plastic signs 

by Plasti-Line dot the 

sales landscape of American 
business. These colorful, 
accurate reproductions of 
famous product names light 
the way to brighter profits. 


signs of success 


Creation and Construction 
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Final Rehearsal 
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Don Herbert (Mr. Wizard) and Billy 


Quinn run through the lines of their three-minute commercial 





before the live CBS cameras. This live spot on the General 
Electric Theater reached 30,000,000 people. 


General Electric Produces 
A 3-WMinute Spectacular 


Just three minutes on your television screen — and 30,000,000 others 
as well — but three months of preparation went into that three 


By Paul R. Heinmiller 
Editor, General Electric Review 
Schenectady, N.Y. 


One Sunday evening last spring, 
from 9 to 9:30 o'clock in the East, 
approximately one out of every five 
Americans saw and heard Paul 
Muni and Polly Bergen in a tele- 
vision play called “A Letter from 
the Queen.” 

Each of the 33-odd-million view- 
ers paid nothing for this entertain- 
ment, except for a few pennies 
worth of depreciation on his tv set 
(assuming he wasn’t at the neigh- 





minutes; an intimate look at how a top commercial is produced. 


bors’) and a tiny fraction of the 
month’s power bill. 

General Electric, on the other 
hand, paid a‘handsome sum of mon- 
ey for the services of the people 
needed to produce a complex col- 
lection of electronic impulses and 
distribute them to 152 stations 
throughout the land. 


> And for this weekly outlay, Gen- 
eral Electric has the opportunity to 
talk about itself for three minutes. 

If all 33-million people watch and 
listen—and understand—the  pro- 
gram is a_ tremendous bargain. 
Reaching this audience, say, by di- 


rect mail would cost many times 
as much in postage alone. 

If only a few watch and listen 
and if they should fail to under- 
stand—the program is a_ colossal 
waste of money. 

And just because 33-million peo- 
ple watch the entertainment por- 
tion of the show—occurring both 
before and after the three-minute 
commercial—is no assurance that 
they will be on hand during those 


This article is adapted from a report in 
the “General Electric Review’ with the 
permission of the editors. 
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middle three minutes. It’s obviously 
an ideal time to go to the refrig- 
erator, to make sure the kiddies 
are in bed, to prepare a quick Sun- 
day-night snack, or to check the 
newspaper to see what will be on 
what channel at 9:30. 

There’s the problem. In only 180 
seconds the commercial must tell 
in a dignified manner how and why, 
among other things, General Elec- 
tric is a leader in research, engi- 
neering, and manufacturing skill. 
And because’ the audience would 
just as soon be doing something 
else, the presentation must hold 
their interest from its outset until 
the entertainment resumes. 

The three-minute Progress Re- 
port for the March 4 program was 
devoted to electric motors, The 
Universal Servants. The steps that 
led from the conception of this 
commercial to its brief moment of 
glory beginning at 9:16:16 pm 
make an interesting story of the 
problems encountered in communi- 
cating a fairly intricate technical 
idea to a mass audience—and mak- 
ing it register. 

Progress Reports are handled by 
a three-man operation—supervisor 
and two producers—in the Sche- 
nectady unit of General Electric’s 
Public and Employe Relations 


Script Changes . . . Revisions were made 
in the script right up to the final mo- 
ment before air time. 


Services. The New York advertis- 
ing agency of Batten, Barton, Dur- 
stine and Osborn provides the 
General Electric unit with a basic 
staff of five men: coordinator, agen- 
cy producer, film producer, and two 
writers. The agency producer hires 
the directors, scene designers, cam- 
eramen, and talent, usually free- 
lance. This team of eight men plans, 
develops, and produces—week in 
and week out—180 seconds of en- 
tertaining education that will reg- 
ister the company’s message and 
draw above-average survey ratings. 


e FORD 
e FEDDERS 
° GE 
e DUMONT 


© AMERICAN 
STANDARD 


© TEXACO 

¢ DUPONT 
© FIRTH 

© CALVERT 


FOR FREE ESTIMATE: 


Just send us an idea of size, material, and 
quantities — we will submit designs and prices 


WAtkins 4-4346 


for your approval. 


GOTHAM ADVERTISING DISPLAYS 
88 University Place * New York 3, N. Y. 
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The team for this particular com- 
mercial was made up of three men: 
Charlie Keenan, of GE, was the 
project supervisor and would fol- 
low through on the details; Al 
Book, BBDO, would write the 
script; Harry F. Smith, advertising 
manager of GE’s Medium Induction 
Motor Department, would serve as 
technical consultant. 

The three men met about a 
month before the date of the com- 
mercial, and Mr. Keenan roughed 
out the objectives of this particu- 
lar progress report: explain how 
an electric motor works; point out 
progress in electric motors; show 
some significant motors of today; 
tell how motors benefit everyone. 


>» After some discussion on these 
objectives, another meeting was 
scheduled ten days later at Don 
Herbert’s office-workshop in New 
York City. Mr. Herbert is, perhaps, 
better known under the name of 
Mr. Wizard. 

Shortly after 10 o'clock, Al Book 
read his first rough to the group. 
Into the script he had written Billy 
Quinn—a 10-year-old actor who 
had served as the “questioner” on 
many of the progress reports. The 
commercial would open with Mr. 
Herbert and Billy demonstrating 
the way that a motor works, fol- 
lowed by Billy guessing the num- 
ber of motors in his home. This, Al 
Book said, would show the impor- 
tance of motors in the home. And 
then film clips would emphasize the 
importance of motors in industry. 

“For the opening shot they could 
be examining a fan,” he suggested. 

Someone doubted whether a fan 
was dramatic enough and asked, 
“How about an Erector set?” 

“Can’t use that,’ Mr. Keenan re- 
marked, “we used it last week.” 

“How much time do I have to 
show how a motor works?” Don 
Herbert inquired. Before anyone 
could reply, he laughingly an- 
swered, “Yeah, I know, 22 seconds. 
This will revolutionize 
teaching!” 

“That looks too complicated.” The 
agency producer nodded toward a 
small demonstration motor whirring 
in front of Mr. Herbert. “Can’t we 
show how a motor works without 
all this . . .?” He pointed to the ex- 
posed magnets, core, and wires. 

“You’re just like my wife,’ Mr. 
Herbert said, smiling. “She’s always 
saying to me, ‘Can’t you tell me 
how atomic energy works without 
going into all those details?’ ” 


physics 


> Because the commercial had no 
opening, Charlie Keenan steered 
the talk in that direction. He again 
outlined the objectives, suggesting 





that they concentrate on something 
difficult when done by hand but 
easy with a motor. 

One approach had Billy polishing 
a chair, with an electric buffer fin- 
ishing the job. Reflections from the 
chair made this idea impractical. 
Then, too, not enough people in the 
tv audience own buffers. 

“Why not have the kid sawing 
a board? I could finish the job with 
a power saw,” Don Herbert volun- 
teered. There were nods of agree- 
ment. 


’ More discussion followed con- 
cerning the demonstration motor 
and whether three-phase 110- or 
220-volt power would be available 
in the studio. Then the meeting 
moved into the office to wrap up 
the sequence of the commercial’s 
elements. 

One item brought to the group’s 
attention was Al Book’s concern 
about having the boy in the script. 
“If he blows a line, then Don has 
to cover. It means that Don must 
learn not only his own lines but 
also the kid’s. I know the kid is 
good, but he’s only 10. That’s a lot 
of responsibility for a 10-year-old.” 

“I agree,’ Mr. Keenan said. “It’s 
something we've considered from 
every angle. But the advantages of 
having the kid on the show far out- 
weigh any fluffs. He’s got audience 
appeal. He’s got a likable face— 
wholesome. The audience puts it- 
self in the boy’s shoes. They say 
to themselves, ‘If that kid can un- 
derstand it, so can I.’ And it works, 
too. This is nothing new—only an 
adaptation of what the Greeks did 
centuries ago. It’s the Greek chorus 
all over again. During a play the 


Resolving a Problem . . 


chorus became the ‘audience,’ reg- 
istering the reactions of an audi- 
ence. The boy does the same thing: 
he’s the Greek chorus; he’s the au- 
dience. Okay?” 


> At 12:25 the group broke up for 
lunch. Al Book now had a better 
idea of how to proceed: Billy would 
open sawing on a piece of wood and 
Don Herbert would complete the 
job with a power saw; an electric 
motor demonstration would follow, 
plus some discussion about motors 
in the home, film clips on motors 
in industry, and a windup showing 
today’s General LKlectric motors. 
Mr. Book promised a script in a 
couple of days. 


>In the 214 weeks between this 
meeting and March 4, Mr. Keenan 
maintained a wearing and abrasive 
schedule. He was closely following 
not only the electric motors com- 
mercial but also seven others that 
were in various stages of develop- 
ment. 

Script changes were usually of 
a minor nature—a constant effort 
to get a more informative and pol- 
ished presentation. At the 
time he remained aware 
three-minute limitation on _ the 
copy. Words and phrases were 
altered: Billy's “Whews” were 
changed to “Wows,” his “Gees” to 
“Boys,” and his “Yep” to “Yes.” 
“General Electric’ was placed in 
front of the word “motors” at the 
proper places, and “washing ma- 
chine” became “washer.” 

In one instance it was decided 
that Mr. Herbert should wear safety 
glasses while he operated the power 
saw. As Mr. Keenan expressed it, 


same 
of the 


. What is the best way to explain an intricate point? Here 


the whole crew gathers around a model of a motor to discuss a puzzling theory. 


GLOSSY PHOTOS 
IN QUANTITY 


We make 
what we be- 
lieve to be the 
best genuine 
glossy photos 
in the busi- 


ness. 

We believe 
this because 
our customers 
say so and 
keep coming 
back year 
after year. 

Our prices are competitive. 
Our quality is superb. 
Our service unexcelled. 
Try us the next time you need 
quantity photos. 
PRICE LIST 
8x10 GLOSSY PHOTOS 


Copy negatives of your prints, $1.65 
per negative. Samples, other sizes, 
prices on request. 


MAJOR PHOTO Co. 
Commercial Photographers 


1210 N. Clark Street * Chicago 10, Illinois 
Dept. A-4 t Telephone: Mi chigan 2-5651 
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w Our creative staff will be 
happy to offer helpful sug- 
gestions to solve your display 
problems; no obligation, of 
course. Call or write today. 

Serving large and small 
companies everywhere.... 


Nile ee a 
MANUFACTURING 
CORPORATION 


3136 W. 51st St., Chicago 3 
RE public 7-2000 
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“We'd have every safety man in the 
company jumping all over us if Don 
didn’t wear them. And it might en- 
courage some of the do-it-your- 
selfers in the audience to use them, 
too.” 


> Another one of Mr. Keenan’s du- 
ties was coordinating and ordering 
the various properties for the com- 
mercial: General Electric unit 
kitchen, clock, mixer, mural of a 
wind tunnel, and a pair of safety 
glasses. BBDO, meanwhile, looked 
for a power saw with a General 
Electric motor and a hand saw. 

Five days before air time, scripts 
were distributed to interested Gen- 
eral Electric operating departments 
for their approvals. By late that 
afternoon the approved copies be- 
gan trickling in. The reactions were 
uniformly satisfactory except for 
the description of how an electric 
motor works. Immediately, they be- 
gan preparing a revised version of 
just how an electric motor does 
work. 


> On Wednesday, February 29, Al 
Book arrived from New York to 
work with Charlie Keenan on the 
electric motors commercial and 
others for future shows. 

Mr. Book returned to New York 
to get the final version on paper 
and duplicated for the show. A 
meeting in New York at CBS Stu- 
dio 56 on 58th Street between Park 
Avenue and Lexington was set for 
2 pm Sunday—seven hours before 
air time. 


’> CBS Studio 56 was once the 
Liederkranz Hall, acoustically one 
of the better halls in New York. It 
has since been chopped up into stu- 
dios and today is used almost en- 
tirely for the production of live tv 
commercials. 

A look inside Studio 56 on this 


Planning the Action . . The director 
specifies the best way to demonstrate 
a point. 
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particular Sunday morning reveals 
four gaunt walls plus lighting 
equipment and sundry gear associ- 
ated with a tv studio. The pile of 
crates in the middle of the floor 
contains the General Electric unit 
kitchen, a refrigerator, and other 
props. 


> From then on, things began to 
move rapidly. Here is a chronologi- 
cal report of the rest of that hectic 
day. 


2:40 — The show’s director meets 
with Don Herbert, the BBDO men, 
including Al Book, and GE’s Char- 
lie Keenan. Mr. Herbert reads 
through the script for timing, with 
the director reading Billy’s part. 
Time: 2m 4s. The film clips don’t 
agree with the script; it is rewrit- 
ten. 


3:45 — Rehearsal before live cam- 
eras to block out action and cam- 
era positions. 

A stage hand clamps a 2x4” in 
the workshop vise. The best camera 
angle would put-Don Herbert in 
an awkward and somewhat unsafe 
position. Safety comes first; the 
camera must do the best it can. 


4:20 — The 7'%-hp motor looks 
awkward on the control room 
screen. “If we show the GE mono- 
gram, then you can’t see the shaft. 
Which is more important?” asks 
the director. Charlie Keenan tells 
him to make it look like a motor; 
never mind the emblem. 


5:15 — Don Herbert goes through 
the commercial with an agency 
man filling in for Billy. Time 3m 
6s. 


The control room reports that 
the magnets used in a demonstra- 
tion aren’t visible enough. Paint 
them white? But wouldn’t that hurt 
their magnetism? Final solution: 
cover them with masking tape. An- 
other complaint: Don Herbert says 
the saw covers him with sawdust. 
Solution: cover over the exhaust 
port with more masking tape. Still 
another: you can’t see the mixer 
on the kitchen set; they’re both 
light colors. Masking tape and 
paint are out of the question: So- 
lution: add a close-up. 


5:45 — The director calls a break 
for dinner. 


6:45 — Billy Quinn has arrived and 
walks through his part. He is a 
quiet youngster, with considerable 
tv and stage experience, who can 
take rehearsals and script changes 
in his stride. 


7:15 Rehearsals continue, each 
becoming smoother as the actors 


Mysteries Explained . . . Magnetic effect 
is pointed out by Don Herbert to young 
Billy Quinn, in a scene from the com- 
mercial. 


fall into the rhythm of the pace and 
the cameramen and directors inte- 
grate their routines. 

At the first run-through with the 
film, the commentary and the film 
sequence don’t match. Reproduc- 
tion quality is poor. Charlie Keenan 
shakes his head and calls the agen- 
cy representatives together. They 
decide to eliminate the film clips, 
remove the living-room set, and 
rewrite the script to include elec- 
tric motors in various industries. 


7:45 — At a CBS studio 16 blocks 
away, Paul Muni and Polly Bergen 
begin the dress rehearsal. 


8:00 — The commercial is inte- 
grated into the dress 
Time: 3m exactly. 


rehearsal. 


8:15 — Don Herbert suggests that 
he can add a little action in the 
final scene by turning a motor shaft 
by hand. This is accepted and a 
technician cleans off the gummy 
protective coating. 

Mr. Herbert breaks his collar 
stay and replaces it with one bor- 
rowed from a BBDO man. 


8:27 — The pace relaxes a little 
bit. Don Herbert leaves to get his 
make-up put on. Others drift off 
for coffee. 


8:42 — Another walk through by 


Don Herbert and Billy. Billy’s 
mother gives her son a final hair 
combing. 


9:00 — The master screen in the 
control room shows the program’s 
opening title, and Ronald Reagan 
comes on. 

In studio 56, cameras warm up 
and the floor is cleared. 
9:14 — The 


one-minute — signal 





‘*Finchley...we decided to give you a little bonus!” 


Anyone who can find a way to cut costs and main- FREE OFFER! See for yourself. Ask your Consolidated 
tain top quality is worth his weight in gold! And Paper Merchant for free trial sheets. Then make 
many Finchleys (may their bosses treasure *em) your Own comparison test run with your printer 
have dug up the answer in their companies’ print- under any conditions you like. Fair enough? 

ing bills! Chances are you can, too! ° . + 


F Available only through your Consolidated Paper Merchant 
It’s this easy! Paper represents over 25 per cent 


of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel € 
papers of equal quality! 


What gives? Consolidated pioneered a modern 
papermaking method that eliminates several costly Enamel Printing Papers 
manufacturing steps, yet maintains finest quality! a complete Hine tor etest and tetermress priiting 
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comes from the control room. 

A phone rings. The assistant di- 
rector answers, and then reports 
that central control called to say 
they were running over, and would 
appreciate any time that can be 
saved in the commercial. 


9:16 — Ronald Reagan ends his 
mid-show talk with words: “—as 
you'll see in Don Herbert’s progress 
report.” 
9:16:16 — The commercial begins. 
9:19:06 — Don Herbert concludes 
with, “. . . and as you know, at 
General Electric, progress is our 
most important product.” Time: 
2m 50s. 

The members of the audience, as- 
suming they hadn’t gone to check 
the kids or get that sandwich, heard 
Don Herbert and Billy Quinn speak 
barely 500 words—mostly words of 
one syllable. As the professional 
performers they are, both carried 
it off in perfect fashion. The 2x4” 
was neatly sawed, the demonstra- 
tion motor hesitated momentarily, 
then spun wildly, no flare came 
from the unit kitchen, and the 
smallest General Electric motor 
looked small indeed in Mr. Her- 
bert’s hand. 


> The program, it was disclosed 
later, had a Nielsen rating of 33.5. 
This means that 33.59% of the 35- 
million television homes in America 
saw the program. Each of the near- 
ly 12-million sets tuned to the Gen- 
eral Electric Theater was watched 
by an average of 2.78 persons, mak- 
ing a total audience of 33 million. 


Future Views... 


Closed Circuit Ball 
Continues to Bounce 


Once somebody gets a new area 
of advertising to bounce along on 
its own momentum, it’s hard to stop 
it, and from the continuing reports 
on closed-circuit activities, it would 
certainly seem that this “private 
line” of advertising is doing nicely, 
thank you. 


Teleprompter 
Buys Sheraton 


Widely known for 
its manufacture of 
audio-visual aids, 
the Teleprompter Corp. of New 
York, made a surprise move into 
the closed-circuit field by purchas- 
ing the Sheraton Closed-Circuit 
Television Inc., from Sheraton Corp. 
of America, Boston. 

Under Teleprompter, the services 
and personnel of Sheraton TV will 
operate as a company division under 
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Both the Nielsen and the Trendex 
surveys put the General Electric 
Theater for March 4 among the “top 
10” for the week. 

Having spent the money for the 
program, it is not hard to justify 
spending a little more to see how 
much of an impact the first invest- 
ment produced. For this purpose, 
General Electric and BBDO obtain 
the services of Gallup and Robin- 
son, a well-known Princeton, N.J., 
opinion-survey organization. Gallup 
and Robinson submit a weekly 
“Television Impact Report,” a 30- 
page mimeographed document de- 
scribing in detail the results of their 
Monday survey. 

The term “remember commer- 
cial” used in the report is consid- 
ered by General Electric and BBDO 
to be the key factor. In this regard, 
the commercials on the General 
Electric Theater almost invariably 
have done well. Gallup and Robin- 
son say that the remember com- 
mercial norm for all one-half-hour 
programs advertising one product 
(about three minutes devoted to a 
commercial) is 55%. The average 
for all General Electric Theater 
programs during the past season 
was 65%. On these commercials, 
men do better than women by a 
71 to 54 score. 

The electric motors commercial 
on March 4 achieved a score of 67% 
—above the norm for all programs 
and above the average for the Gen- 
eral Electric Theater. Of the men 
interviewed who qualified as view- 
ers of the program, 73% could re- 
call the commercial with reasonable 
accuracy; for women it was 60%. 





the name of “Group Commuunica- 
tions.” 

According to Irving B. Kahn, Tele- 
prompter president, the new divi- 
sion will be put to use in a largely 
expanded program through the ac- 
quisition of new equipment recently 
made for large screen projection. 


New Company Planning to  spe- 
Enters Field cialize in  closed- 

circuit tv, a new 
company called “Closed-Circuit 
Telecasting System Inc.,”’ New York, 
has been announced by Fanshawe 
Lindsley, president of the new or- 
ganization, former vp of the publi- 
cation Fortune. 

The company started operations 
immediately and prospective clients 
are offered service in color on a 
multi-city coast-to-coast mobile 
network basis. 

Future plans for the new com- 
pany include additional offices in 


> Of greatest interest to the novice 
reading a Gallup and Robinson Im- 
pact Report are the verbatim state- 
ments, recorded in astounding de- 
tail by interviewers. 

The vast majority of recalls in- 
dicated that the audience under- 
stood the message and that a favor- 
able impression of General Electric 
was created. 

And people who have the story 
all wrong still indicate a favorable 
overall impression of General Elec- 
tric. 


> Constant analysis of these play- 
backs, or recalls, leads to two gen- 
eral conclusions .. . 


e No matter how straightforward 
or oversimplified the presentation 
may be in the eyes of those prepar- 
ing it, the average viewer cannot 
be expected to gain more than a 
general impression of what the 
message is all about. 


© Complete comprehension of the 
details presented is not essential to 
creating favorable impressions of 
the sponsor. 


But was it worth the time, worry, 
and expense wrapped up in that 
brief interval of time from 9:16:16 
to 9:19:06 p.m. on Sunday, March 
4? 

One factor explains the time and 
worry—and justifies the expense. 
This fabulous factor is the size of 
the audience: On this one Sunday 
evening in March, Paul Muni per- 
formed for more people than saw 
Sarah Bernhardt in a lifetime on 
the stage. 44 


Chicago and Detroit, and the avaii- 
ability of a combination color and 
monochrome service in a 90-city 
hook-up. Equipment will be oper- 
ated and serviced by RCA Service 
Co. 


GE Makes Plans With expansion in 
For Servicing closed-circuit tv 

expected to rise 
from $6 to $75 million in the next 
ten years, the General Electric Co., 
manufacturers of both black-and- 
white and color closed-circuit tv 
systems, is making nation-wide 
plans for the expected increase in 
servicing demands. 

According to the present company 
plans for its servicing output, some 
300 servicemen — GE trained, but 
employed by independent service 
stations — will be on hand to fill 
warranties on GE equipment, to 
maintain preventative-maintenance, 
and to make initial installments. 44 
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LITHO-PAINT POSTER COMPANY, INC. 
$25. Mable Street, Chicago 22, iinois. 
Please send me your color brochure, “Advertising Displays”. 








When Hachmeister Inc. wanted 
to promote the sales of its Coronet 
plastic wall tile, it set up a concen- 
trated four-month promotion, 
worked out with its advertising 
agency, James A. Stewart Co., Car- 
negie, Pa. The company, which 
uses “Hako” as a somewhat briefer 
trademark, sells to distributors, who 
in turn sell to dealers, who sell the 
ultimate consumer. Thus a promo- 
tion program had to take into ac- 
count all these levels. 

This tremendous program in 
depth was inaugurated with a spe- 
cial sales meeting of all Hako sales 
personnel and executives in Pitts- 
burgh. The main purpose of this 
meeting was for each man to learn 
the full extent of each phase of the 
“Round-Up” promotion plan. 

On that same day, all Hako dis- 
tributors received an announcement 
letter and a large two-color bro- 
chure fully explaining the promo- 
tion. In the letter accompanying the 
brochure, the distributors were 
urged to order a sufficient quan- 
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Hachmeister had to go through its distributors and its 
dealers to reach the people who actually bought its 
plastic tile; it took a clever campaign to achieve its goal. 


tity of brochures to mail to their walls. The certificate was then 
prospective dealer lists. signed by the dealer and, in turn, 
the distributor sales manager. The 
> Five days later, a Coronet dealer’s signature informed the 
“Round-Up” promotion kit was Hachmeister home office that he 
mailed to the key personnel of each was satisfied that all of the promo- 
Hako distributor. This kit con- tion material was properly used and 
tained 27 pieces of promotion ma- set up in his store. The distributor 
terial, a few of which were: special sales manager approved the pay- 
“Round-Up” calling cards; an an- ment before the check was mailed 
nouncement folder to mail to con- to the distributor salesman. 
sumers; a publicity release for their The Hachmeister home office 
local newspaper; display cards; en- salesmen also had an extensive in- 
velope stuffers; a 4-color catalog; centive program. Each man was 
mat sheets; sample 4-color post given a quota of new dealers, and 
cards; window banners; and sug- when this quota was reached, he 
gested radio continuity. received a check from Hako for 
A follow-up letter was sent to $150. On the way toward this 
each Hako distributor several days assigned quota each salesman could 
later reminding him of special $5 win a number of other prizes to 
certificates for his salesmen. These help make both himself and _ his 
certificates were of value to dis- family happy. A set of four illus- 
tributor salesmen, because for each trated prize books was given to 
new dealer sold he was awarded him at the beginning of the con- 
a $5 cash certificate. In order to test. When 25°, of his quota of new 
fully earn the $5, he had to set dealers was sold, he could choose 
up all of the display material, in- any prize from book No. 1, each 
cluding special Coronet display worth approximately $10. 
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When the Hako salesman reached 
50% of his quota, he selected a 
prize from book No. 2, valued at 
$20. After 70% of the quota was 
reached, prize book No. 3 was used, 
with each prize worth approximate- 
ly $30. A prize from book No. 4 
was selected after 90% of the sales- 
man’s quota was reached, 

By this time his family, with four 
prizes in its possession, was happy 
to have the salesman spend a little 
extra time in the field to earn the 
grand prize of $150. 


> During the first week, as an extra 
promotion stunt, a telegram was 
sent to all Hako distributors as fol- 
lows:“We are so confident of im- 
mediate success of New Coronet 
plastic wall tile line with the round- 
up sales promotion program that we 
have shipped you a trailer load of 
Coronet plastic wall tile. The 
roundup and your cooperation will 
send your Coronet sales soaring.” 
The telegram naturally resulted 
in a flood of long-distance phone 
calls to the Hako home office, pro- 
testing that no carload of Coronet 
plastic wall tile was ordered. Every 
executive at Hachmeister was busy 
answering the phone practically all 
that day, but each executive had 
been instructed to give the follow- 
ing answer: “Yes, we know you 


SS 
— 
I'd like to discuss this new direct-mail 
idea of yours, Joe. 


have not ordered the additional 
carload of Coronet plastic wall tile 
you will receive in a short time. 
However, if you're not satisfied 
when you receive the carload, you 
can return it to us at no expense to 


” 


you. 


> Without exception, the distribu- 
tors were satisfied with this ar- 
rangement. 

Several days later, a package was 
delivered to all Hako distributors 
by Western Union. In the package 
was a toy replica of a trailer truck, 
about 24” in length. In the trailer of 
the toy truck, the distributors found 
two Coronet wall tile samples and 
a promotion piece. Needless to say, 
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Advancement in 
Clasp Envelopes! 


From The Handcraft Company, St. Louis: 

“We were able to effect a $1.00 per M saving 
in our inserting charges as a result of using 
Kwik Klasp Envelopes. The operators found the 
Kwik Klasp much easier to use, with far less 


irritation to their fingers.” 


Slide Flap Forward—lIt’s Securely Locked! 


TRY IT! YOU'LL CHEER IT, TOO! 


FREE: Sample packet of Tension 
Kwik Klasp Envelopes. Send 
sample of your present envelope 
and describe or send enclosures. 


From TWA, Kansas City: 
“Many thanks for introducing us to the new 
Tension Kwik Klasp Envelope . . 
tive language can fully describe our complete 
satisfaction with this envelope.” 


Paul G. Jones 
President 


- No superla- 


J. L. Watson, Supervisor 
Advertising Distribution 


From Clay Equipment Corp., Cedar Falls, lowa: 


aen =lyy, 
: TIT, 


TENSION ENVELOPE CORP., 815 East 19th St., 
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“We save about 30 per cent on insertion and 
closure time with the new clasp. . 
that do the work are really sold on the Kwik 
Klasp.” 


. The people 


R. K. Olson 
Advertising Manager 


Kansas City 8. Mo. 


every distributor accepted the sim- 
ulated carload of tile with a chuck- 
le, and in many instances, a large 
order was received by Hachmeister 
by return mail. 


>» Hachmeister’s salesmen were very 
busy. A convenient meeting date 
was scheduled with each of their 
distributors, at which time the com- 
pete promotion program procedure 
was outlined in detail. A s»ecial 
meeting was also scheduled with 
representatives of each of the 
dealers on the list of the distribu- 
tors attending. Invitations were 
supplied by Hachmeister and 
mailed to the dealers five days prior 
to the meeting. The morning fol- 
lowing each of these meetings, the 
Hachmeister representative accom- 
panied a distributor salesman to all 
of the  distributor’s prospective 
dealers. 

Special “Round-Up” calling cards 
were supplied to all distributor 
salesmen working on this promotion 
plan. 


> In order to expedite the comple- 
tion of a successful promotion cam- 
paign, duties of the distributor 
salesmen were detailed as follows: 


1. He attended the special “Round- 
Up” meeting at his home office and 
also the meetings with his present 
dealers. 


2. Plan for the next day’s itinerary, 
visiting all dealer’s prospects, ac- 
companied by the Hako represent- 
ative. 


3. Set up all the point-of-sale dis- 
plays, and explain the promotion 
package, after each new dealer was 


sold. 


4. After the new dealer was signed 
up, the distributor salesman secured 
a mailing list from him. Hachmeis- 
ter then made a special mailing to 
that dealer’s customers and pros- 
pects. 


5. He also helped the dealer ar- 
range a showing date of the special 
Hako “Weekend Remodeler” movie. 
This full-color, sound-on-film 
movie was shown in the store itself, 
if at all possible. Several sizes of 
mats were supplied, so that the 
dealer could announce the showing 
of the movie in his local newspaper. 
The distributor salesman also in- 
structed the dealer on how to rent 
a projector and screen and helped 
him to plan showings to Lions and 
other service clubs. He aided the 
dealer to have the suggested movie 
invitations mimeographed or 
printed on the dealer’s letterhead 
and mailed with a special Hako 
movie folder to his list of prospects 





and customers. A suggested letter 
that the dealer could use for invita- 
tions was included in the “Round- 
Up” promotion kit. 


In order to gain full benefits from 
the “Round-Up” promotion, the 
Hachmeister Co. suggested the fol- 
lowing procedures be followed by 
their new dealers: 


1. Furnish the distributor salesman 
with a list of customers and pros- 
pects. If a mailing list was not 
available, one was compiled on an 
area basis. 


2. Show the distributor salesman 
where to place the Coronet display 
walls and point-of-sale material. A 
suitable space for as advantageous 
a showing as possible would be se- 
lected. 


3. When the dealer purchased his 
initial inventory, he would immedi- 
ately set the date to show the Hako 
“Weekend Remodeler” movie in his 
store and insert a newspaper ad- 
vertisement in his local newspaper 
exploiting the movie. The dealer 
was equipped with three small give- 
away items, supplied by Hach- 
meister, to use when the movie was 
shown, or these items were used in 
any other way necessary, because of 
his own particular requirements. 
These gifts sold for the small 
amount of one cent each to the 
dealer, for any amount he requested 
over his initial shipment. 


Hachmeister has proven a _ pro- 
motion program of this type can 
succeed. The conclusive results 
were in the form of an abundance 
of orders, far and above the ex- 
pected quota. vs 


Martin-Yale Introduces 
New Automatic Folder 


An improved model of the Pre- 
mier Auto-Folder Model CV, with 
an automatic electrically-powered 
conveyor-stacker, has been intro- 
duced by Martin-Yale Co., Chicago, 
as the newest addition to its line of 
folders. 

The unit is reported by the com- 
pany to allow heavy and continuous 
operations while occupying no more 
than limited desk space. 

It is electrically operated by a 
heavy continuous duty motor and is 
capable of handling paper sizes in a 
range from 914x15” to 214x4” at a 
rate of 15,000 pieces per hour, de- 
pending on the size of the paper to 
be folded. 

Additional information is avail- 
able. 
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Prominent Users of Strathmore Letterhead Papers: No. 127 of a Series 


The SAS DC-7C Global Express, 


titan of the Viking Fleet 
which serves 77 cities 
,o 


in 42 countries on 


five continents, 


SCANDINAVIAN simunes 0102S 


DENMARK HORWAY sSweoEN 


Quality 
gives wings 
to progress 


Letterheads make wonderful salesmen, giving an 
impression of a company’s character that cannot be put into words. 
An excellent case in point is the handsome, modern letterhead used 
by Scandinavian Airlines System, Inc. It says progress, it sells 
service, it assures quality. For, like so many of the more memorable 
letterheads you come across, it is printed on Strathmore...the let- 
terhead papers that sell for prominent, progressive firms in every 
business. There is one that could sell for you. Why not ask your 
supplier to submit samples? 


Scandinavian Airlines System, a unique partnership 
of Swedish, Danish and Norwegian interests, is the largest non-U.S. 
carrier operating from both coasts of the United States. SAS made 
aviation history when it pioneered the first new commercial world 
route in 1000 years, the Trans-Polar Air Path connecting Cali- 
fornia and Europe. A second route, directly over the North Pole 
between Europe and Japan, has just been inaugurated. 


STRATHMORE LETTERHEAD PAPERS: STRATHMORE PARCHMENT, STRATHMORE SCRIPT 
THISTLEMARK BOND, ALEXANDRA BRILLIANT. BAY PATH BOND. STRATHMORE WRITING 
STRATHMORE BOND. ENVELOPES TO MATCH CONVERTED BY OLD COLONY ENVELOPE CO 


STRATHMORE THIN PAPERS: STRATHMORE PARCHMENT ONION SKIN, STRATHMORE BOND 
ONION SKIN, STRATHMORE BOND AIR MAIL, STRATHMORE BOND TRANSMASTER, REPLICA 


STRATHMORE 


Makers of Fine Papers 


STRATHMORE PAPER COMPANY, WEST SPRINGFIELD, MASSACHUSETTS 
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NATURAL COLOR 
POSTCARDS 


MADE ONLY BY COLOURPICTURE 


AT NEW LOW PRICES!! 


Plastichrome®, winner of the Lithographers 
National Assoc. Aword for 3 straight yeors, is 
unequalled for quolity, ‘‘true-to-life’’ color dnd 
they're bocked by the foremost monufacturer ef 
postcards in the world. They offer unlimited 
possibilities for product promotion and mer- 
chandising of your advertising campaign. A 
must for deoler promotions. Made from trans- 
porencies — COST LESS THAN Ic EACH. 


Also available are jumbo size 
self mailers, king size cords, 
brochures, and broadsides. All 
in beautiful natural color. 
Use genuine Plastichrome(®) 
postcords — mode only by 
Colourpicture. 

Remember, there is no card 
**just as good’ as Plastichrome. 


Write for complete information, 
AR-4 samples and new low price list. 


COLOURPICTURE PUBLISHERS, INC. 
390 NEWBURY ST., BOSTON 15, MASSACHUSETTS 


This is the back of a MEMCO Invisible Ink 
Postcard. You can’t see the copy because 
it doesn’t appear until you wet the card. 
This card — plus your imagination — can 
make money for your clients! Write for 
FREE SAMPLE. 


M. E. MOSS & CO. 


119-C Ann St., Hartford 3, Connecticut 


ANNOUNCEMENT MAILING CARDS 


FOR SALES NOTICES AND FLASH BULLETINS 
TO INSPIRE SALESMEN, CONTACT CUSTOMERS, 
STIMULATE PROSPECTS AND WAKE-UP INACTIVE 


ACCOUNTS 
DIRECT MAIL 


FREE 
SAMPLES 


advertising aids in. 
1 N.W. 2nd Ave. Miami 37, Fla. 


AR Reaches Out... 


to more goniins agencies than any 
other publication. you sell advertising 
Services, equipment or supplies to of 
through agencies 


AR is All Right... For You 
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Never Too Much... 


Mail Sifting Reveals 
Additional Trade Aids 


When, last month in AR, we ran 
a list of “trade aids” for Direct 
Mailers, we concentrated mainly on 
mailing lists. 

However, incoming mail since 
that time reveals not only more 
mailing lists but other types of in- 
formation available to direct 
mailers. 

So with the conviction that there 
can’t be too much of a good thing, 
we've sifted the mail and come up 
with several more nuggets of “trade 
aids.” 


Mailing Lists A 
By McGraw-Hill 


new 36-page, 
two-color catalog 
from the Direct 
Mail Division of McGraw-Hill Pub- 
lishing Co. offers over 170 business 
and industrial mailing lists. 

In addition to the listings the 
catalog gives addressing and mail- 
ing costs, postal information, and 
discusses specific questions related 
to the proper use of direct mail. 


. . » for more details circle 804, page 113 


Bulletin From A 
Buckley Dement 


folder from 
Buckley - Dement’s 
Mailing List and 
Statistical division offers more than 
13,000,000 industrial prospects in an 
impressive variety of categories. All 
lists, according to the literature, can 
be supplied on 3x5 cards or on 
gummed labels. 

While the industrial lists are for 
sale, the folder also contains a di- 
rectory of consumer lists available 
for rentals. 
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Streamlined 
Shipments 


A booklet from 
Weber Marking 
Systems, Mount 
Prospect, IIl., describes seven mod- 
ern systems for fast, low-cost ad- 
dressing of labels, tags and cartons. 

Called “How to streamline your 
shipment addressing for speed and 
economy,” the booklet is well il- 
lustrated and features a flow chart 
showing how integrated shipment 
addressing works, and a check list 
which enables the reader to judge 
the efficiency of his current ship- 
ment addressing operation. 
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Envelope 
Catalog 


A catalog from the 
Direct Mail Enve- 
lope Co., New 
York, which lists a complete line 
of envelopes, mailing devices, plus 
self-and-multi-purpose mailers has 


been released in the 1957 edition. 

Full descriptions, available colors, 
shipping weights and prices per 
thousand are included with the il- 
lustration of each item plus the ad- 
ditional feature, in some cases, of 
suggested applications. 

The catalog also contains a “one- 
glance” index in the front part of 
the book which gives the listed sizes 
and the page notation for pricing. 
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Direct Mail 
Free Film 


A film showing the 
mailing procedures 
employed by one 
of the nation’s largest users of di- 
rect mail, Eastman Kodak, is avail- 
able to admen on a free-loan basis. 

Kodak designed this direct mail 
training film to teach its own em- 
ployes bulk-mailing procedures. It 
is titled “You’re On The Team,” 
and covers mailing list operations, 
practical machinery, simple work 
methods, environment psychology, 
and employe teamwork. 

A folder showing photographs 
from the film and containing an 
order card for the film is available. 
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Duplicating Methods 
Described in Booklet 


In response to the many people 
who are a bit confused when faced 
with the different methods of dup- 
licating, the Art Mimeo & Letter 
Service, Chicago, has released a 
small booklet that fully describes 
the differences between multilith- 
ing, multigraphing, mimeographing 
and planographing. 

Entitled, “A Quick Trip,” the 
booklet also takes the reader into 
the fundamentals of automatic typ- 
ing, Elliott addressing, and gives 
brief definitions of some printing 
terms. 
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Show Facilities Listed 
In New York Guide 


If you’re planning to exhibit in 
New York in the near future, the 
“Emergency Guide,” offered by 
Displayers Inc., New York, is just 
the thing to avoid those “showtime 
nerves,” so often suffered by out- 
of-town exhibitors. 

A handy 334x8%4” size for easy 
carrying, this little digest contains 
sources for repair parts, service fa- 
cilities, models, messenger service, 
transportation, shipping, and a 
“supplies on Sunday” listing. 

Copies to be added to the emer- 
gency kit are available. 


- + + for more details circle 810, page 113 





Labels Make Premiums 
From Original Packages 


Distinctive, decorator-type labels 
that can be used for the conversion 
of box, cup, can, jar, glass or bottle 
packaging into quaint kitchen con- 
tainers for permanent reuse have 
been developed by Allen Hollander 
Co., New York. 

The labels are printed in a Penn- 
sylvania Dutch design in red, green 
and yellow on Kromekote stock, 
and come in a series of nine. They 
are available with name imprints 
such as flour, salt, pepper, sugar, 
etc., or can be obtained blank for 
the housewife to fill in her own 
titles. 

Use of the labels as a premium for 
supermarkets, food manufacturers, 
wholesalers, etc., is suggested by the 


tion on the pressure-sensitive labels 
is available. 
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Gravure Guide Tells 
How To Prepare Copy 


A guide in preparing copy and 
art for rotogravure has been pub- 
lished by Art Gravure Corp., New 
York. 

The book deals with economy of 
good planning, the correct type to 
use, paste-up procedure, viewing 
and evaluating color transparencies, 
suitable art media and the ad- 
vantages of gravure. Robert H. 
Brown, sales promotion manager of 
Art Gravure, wrote the manual. 


company. 


Samples and additional informa- 


Copies may be secured at $2 each 
from Art Gravure Corp., 406 baer 
31 St., New York 1. 


AND OUR SHINGLE !S OUTi 


=| 
— 


BURDICK, BECAER « FITZ SIMMONS, 'NC 


a 


SO €AST 42ND STREET § NEW YORK 17. NEW YORK « MURRAY HILL 2-13905 


Shingle 
Announces 


Change 


Burdick, Becker & Fitzsimmons, New York, used a 
shingle mailing to announce itself to the drug industry. 
The agency was formed Nov. 1, 1956. 

One side of the real cedar shingle said, “Shop’s 
Open. . .” Next to it was pasted a label, 14%x3”, with 
the name and address of the recipient typed on it. 

The other side of the shingle (which measured 32x 
8”) had the rest of the message in white and orange 
type, “. . . and our shingle is out. BBF, Burdick, Beck- 
er & Fitzsimmons Inc., pharmaceutical advertising, 50 
East 42nd Street, New York 17, New York, MUrray 
Hill 2-1395.” 

Copy was silk-screened by Grant-Warren Co., New 
York. The agency handled the labeling and the pasting 
of 6c in stamps on each piece. 

The shingle was mailed to a list of 300 principals in 
the drug industry—drug manufacturers, ad managers 
and advertising agency art directors. Results: within a 
week of mailing the agency received several phone 
calls, backed up by two letters asking for presentations. 

Dean L. Burdick, formerly exec v.p. at William 
Douglas McAdams, bought the shingles from the New 
Canaan Fuel & Lumber Co., New Canaan, Conn., then 
checked with the local post office for approval of the 
possible mailing. The post office said it would be all 
right, adding, “You in the advertising business?” 

Uncut shingles, 16” deep with a tapered lower edge 
and varying between 6%” and 7” in width, averaged 
two usable, smaller shingles when cut. The tapered 
shingle edges, horizontal in shingling use, formed the 
vertical right edge of the mailing pieces. q4 





SEND YOUR CATALOG 


AND 1° CLASS LETTER 
TOGETHER IN 


wae re 


es 


yee 


Ties eile Lata) ied hades 


@ Envelope compartment is integral 
construction... not pasted on... 
can’t snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 


@ Write for Du-Plex samples and 
prices .. . No obligation! 


ws 


ONVELOPE CORPORATION 


3026 FRANKLIN BLVD., CHICAGO 12, ILL 


You 
Mail? 


MARIE 
FEE-MAIL 
FOR YOU! 


A mighty small fee, too, for 
Marie’s mighty fast, efficient, com- 
plete mailing service. 


Marie has been handling all mail- 
ing details for a wide variety of 
clients for more than 25 years 
—multigraphing, multilithing, 
mimeographing, automatic typing, 
addressing, ete. Also addresso- 
graph and hand-list maintenance. 
She will give you fast, accurate 
service by messenger or mail. 
Work mailed for you (or delivered 
to you) right on time. 


For information, service, prices, etc., 
just write or phone Marie at... 


431 SouTH DEARBORN STREET 
Cuicaco 5, ILL. WABASH 2-8655 
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Every Man's Affairs, Gowrver Little,are Important to Bimself. 


Sammy old boy, that’s a real 
nifty quotation but you’re only 
half 


right; because here at 


Brodie’s, our customers’ affairs, | 


Letter Insert 
Winds Up Campaign 


A two-month campaign by Wor- 
thington Corp. for a new gas en- 
gine compressor combined direct 
mail and magazine inserts in an un- 
usual way. 

The program began in July, with 
a letter from Worthington president 
E. J. Schwanhausser to presidents 
of pipeline companies. A_ special 
manila file folder accompanied the 
letter, with the suggestion that it 
could be used to hold later mailings 
which would include technical data. 

These later mailings were signed 
by Worthington people who had 
worked on and who were concerned 
with the development of this new 
product. Each included attachments, 


| which consisted of bulletins, dia- 


however little, are important to | 


us too. 


Fast and Resourceful Service — Since 1919 


— Reasonable. tool 


Muitigraphing © Mimeegrephing 
Addressing ¢ Melling © Plate Cutting © Mechanical Addressing 
Printing © Redie A TY orders processed © Complete Mell Compoigns 





| Ross, 


grams, technical papers, marked-up 
bluprints, photographs, schematic 


' drawings, and other pertinent ma- 


terial. 

The campaign wound up with an 
insert in two issues of Oil and Gas 
Journal. This consisted of another 
letter, reproduced on the company 
letterhead and with a simulated sig- 
nature in blue ink of Austin C. 
vice-president and _ general 
manager of the compressor and en- 
gine division. 44 


Trim, Slim Copier 


| Fits Limited Space 


Slimmed down to the size of an 
electric typewriter, a new photo- 
copy unit, the Dri-Stat 200, can be 
used conveniently at one’s desk to 


reproduce any material up to 9” in 


width. This small machine, manu- 


| factured by Peerless Photo Products 


Get Big Results with Low Cost 


JUMBO FLASH CARDS 


Now there are 33 of these big (5'/ x 7) 
mailing cards—pre-printed with colorful 
border art—to give your messages high- 
octane selling power at amazingly low 
cost. Get FREE samples. 


THE CARR ORGANIZATION 
1319 N. 3rd St., Milwaukee 12, Wis. 


Send Jumbo Flash Card designs to: 
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Inc., Shoreham, L.I., operates by 
automatic transfer process. It turns 
out sharp black-and-white copies of 
any original in less than a minute, 
the manufacturer states. 

Hard-to-copy material such as 
colored inks, penciled notations, 
halftones, charts, printing on colored 
stock and other difficult surfaces 
can be reproduced by the machine, 
according to a company announce- 
ment. The Dri-Stat 200 will work 
without booths or shields in any 
normal office light, even under 
fluorescent lighting. 

The unit has a gray stainless steel 
cabinet, hinged along the lower 
righthand side for easy access to its 
interior. The tray that holds the 
processing solution, the roller that 
conveys the paper, and the motor 
drive mechanism are all conveni- 
ently located for maintenance and 
cleaning when needed. As a safety 
factor, a switch on the cabinet’s in- 
terior automatically breaks the elec- 


trical current when the cabinet is 
raised. 

The Dri-Stat weighs less than 20 
lbs., is fully portable, and costs 
$195. 44 


Statmaster Develops 
All-in-One Unit 


A 10-page folder from Statmaster 
Corp., New York, outlines the 
camera-to-darkroom facilities con- 
tained in a single unit by the same 
name. Occupying only 4x74’ of 
space, the Statmaster combines a 
stat camera, an enlarger, copy cam- 
era and a “Lucy” for projection. 

According to the brochure, the 
machine will stat or photograph 
anything written, printed or drawn 
up to 16x19”, in negative or posi- 
tive, glossy or matte, line or half- 
tone. It can work from flat or three- 
dimensional copy. A series of il- 
lustrations in the folder focuses on 
individual features of the unit. Here 
are some of the Statmaster’s speci- 
fications: 


® Maximum enlargement in one 
shot is 34% times; in two shots, 12 
times. 


® Maximum reduction in one shot 
is 4 times; in 2 shots, 16 times. 


® The unit will work in any office, 
loft, factory or home with 110 volt 
AC. 


e Any brand, grade or weight of 
sensitized material may be used for 
photographing. 


Examples of the unit’s reproduc- 
tions are featured throughout the 
booklet. 
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Envelope Insert 
Carries 2c Stamp 


A new wrinkle in inserts was de- 
veloped recently for Velsicol Chem- 
ical Corp., Chicago, by Western Ad- 
vertising Agency. The insert, which 
appeared in Pest Control, consisted 
of a clasp envelope with an exten- 
sion along one edge which allowed 
it to be wrapped around the single 
signature of the publication and be 
saddle-stitched between it and the 
cover. The envelope’ contained 
samples of direct mail pieces and 
other aids available to pest control 
operators. 

With the magazine being sent out 
as second class matter, the insert 
had to be handled as third class. 
Thus each envelope carried a pre- 
canceled two-cent stamp, which 
added a touch of color to the black 
and white envelope, as well as con- 
forming with postal regulations. 

Printing and assembly of the in- 
sert was done by Carl Gorr Print- 
ing, Chicago. q¢ 





FREE OFFER’ 


Get this valuable point-of-purchase 


planning tool today 
For all your bright ideas... BC = 
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USE IT IN 
DESIGNING AND LAYING OUT: 


POP DISPLAYS * 24 - SHEETS 
COUNTER CARDS * GAS STATION STREAMERS 
WINDOW BANNERS « DIRECT MAIL PIECES 
NEW PACKAGING * CONVENTION AND SALES PROPS 


OLD DAYLIGHT FLUORESCENT 
SCREEN PROCESS COLOR CARD BROCHURE 


Helps you in these ways: 


1. A COMPLETE DAYLIGHT FLUORESCENT SCREEN 3, ACTUAL DAYLIGHT FLUORESCENT SILK SCREENED 
PROCESS COLOR SELECTION ...7 brilliant BOLD SAMPLES SHOW DIFFERENT EFFECTS YOU CAN 
color swatches: Red, Orange, Cerise Red, Medium ACHIEVE ON ALL TYPES OF DISPLAYS...8 BOLD 


Orange, Gold Yellow, Lemon Yellow, and Green... 


sample screenings enable you to judge final effect 
select the best color for your particular job. 


of your layout before going into production: give 
you a visual choice of techniques. 

PERFORATED COLOR SWATCHES YOU CAN TEAR 

OFF AND CLIP TO LAYOUTS...SWIVEL MOUNTED 4. WHICH TYPE OF DAYLIGHT FLUORESCENT COLOR 
TO BE PLACED DIRECTLY ON LAYOUTS AND ART TO USE ON PAINTED BULLETINS... DIRECT MAIL 
IF YOU DESIRE ...all color swatches identified on PIECES... TRADE EXHIBITS ... Different types of 
back to assure color matching to your own and daylight fluorescent colors are briefly discussed as 
clients’ specifications. they apply to your promotional requirements: a 
valuable quick guide to aid you in planning your jobs. 


Il 
BOLD® > "Lovell wow bright idea Consult your Silk Screen Printer 


for helpful P-O-P Suggestions 


WRITE TODAY! 


Please send my FREE BOLD DAYLIGHT FLUORESCENT 
SCREEN PROCESS COLOR CARD BROCHURE. 


Name... 


LAWTER CHEMICALS, INC. 

3550 Touhy Avenue «+ Chicago 45, Illinois Address 
AM bassador 2-8400 

Newark, New Jersey « San Leandro, California 


April 





This photograph shows one of the important early processes used to make Rising Paper...fine paper at its best! 


ter saa ts: Paper 

is part of 

Berkshire Life’ 
wreative 


Team 


ERKSHI 
LIFE INSURANCE 

+ s MUTUAL ComPany + te 
Lite” devnders & Sichness. Penson Plas, Annation 


TTS Oe meee 


ERK SHIRE CREATIVE TEAM 


LIFE INSURANCE COMPANY advertiser Berkshire Life Insurance Co. 
Charles E. Ferree, Jr., Director of 
recently issued its 105th Annual Report to Sales Promotion & Advertising 


its policyowners. It is an interpretation of agency Jules L. Klein Advertising 


the company’s development and growth, re- designer Marvin Koenigsberg 


flecting a pattern of progress achieved by a printer Rich Lithographing Company 
“a f insurance leaders. TI sport was a a 
team of insurance leade The report was pain Rising’s White 

Winsted Vellum 
project that interesting picture. We are happy ub. 28 


skillfully prepared by a creative group to 


to be a member of their creative team .. . the 


fine _\4 
paper 


report was printed on Rising Paper. 


RISING PAPER COMPANY, HOUSATONIC, MASSACHUSETTS. makers OF RISING PARCHMENT (100% RAG BOND) 
RISING BOND (25% RAG) * RISING OPAQUE BOND (25% RAG) 


* LINE MARQUE WRITING (25% RAG) * NO. 1 INDEX (100% RAG) 
HILLSDALE WEDDING AND BRISTOL (25% RAG) ® 


WINSTED WEDDING AND BRISTOL * PLATINUM PLATE AND BRISTOL (25% RAG) 
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Advertising Specialties 


Get ‘Hello Girls’ 


The N.Y. Telephone Co. finds its own employes its most effective recruiters, 


and specialty items the best way to keep them aware of the need. 


By George Meredith 


Consistent use of advertising spe- 
cialties has paid off for the New 
York Telephone Co. in its efforts to 
recruit 1,000 women a month. This 
is a man-sized objective, but the 
job has been cut down to size by 
following two steps. 

After standard methods of re- 
cruitment failed, the company set 
up a systematic program of using 
its present workers to locate new 
applicants. And a basic part of the 
program for building enthusiasm 
among its staff has been the regular 
distribution of specialties. As many 
as 50,000 items a month are used, 
with repeat orders often placed for 
the more successful gadgets. 


> A big part of the formula lies in 
the better percentage of suitable 
applicants brought in through pres- 
ent employes — a factor which al- 
so cuts administrative costs greatly. 
Approximately one out of two com- 
ing in through employes is hired — 
whereas newspaper advertising nets 
only one out of 22 applicants, and 
other miscellaneous sources bring 
one acceptable candidate in every 
nine who apply. 

While quality and efficiency in 
keeping the rolls up to standard are 
basic, the company has also shown 
a handsome cash saving in the proc- 
ess. Today it spends $10.01 per hire 
in employe-recruiting promotional 
costs — compared with figures 
ranging from $22.07 to $132.65 for 
other personnel sources. 


» According to advertising super- 
visor Richard J. Wiechmann and 
assistant Daniel W. Costello, who 
head up the advertising end of the 
employe recruiting program, the 
project began in earnest about 1953 
when the company turned the re- 
cruiting stress away from company 
headquarters and focused on its lo- 
cal chief operators throughout the 
Manhattan-Bronx-Westchester area, 
an approach that had proved highly 
successful over the years in the 
company’s Upstate New York area. 
These chief operators now handle 
all preliminary screening of appli- 
cants which ties in perfectly with 
the principle of finding candidates 
locally through present personnel. 

The company employs a total of 
more than 86,000 people in its three 
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ADVERTISING 


L100N 


SPECIALISTS 


BALLOONS 
ARE OUR 
BUSINESS — 
OUR ONLY 
BUSINESS! 


IMPRINTED 
ROUND OR 
AIRSHIP LOW 
AS 2c EACH 


\ 


se 
SPECIALTY REGISTER 
FOR PRICES OR INFORMATION 
CALL COLLECT— Day or Nite 
MUseum 3-3400 


DIPCRAFT MFG. CO. 


4830 HATFIELD ST., PGH. 1, PA. DEPT. AR 


women have to 
marry to do it... 


. but without fuss and cere- 
mony, we've changed our name 
to match the services we per- 


form. 


And about time too, because be- 
hind our door you will find seven 
outstanding departments with 
years of experience geared to pro- 
duce direct mail design, offset 
printing, multigraphing, mime- 
ographing, addressing, and mail- 


ing efficiently and economically. 


PUBLIC LETTER & 
—— LITHO SERVICE 


57 W. GRAND AVE., CHICAGO 10 


DELAWARE 7-0460 
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Making the Final Choice . . 


. N. Y¥. Telephone Co.’s Richard J. Weichmann and 


Daniel W. Costello look over advertising specialty items to select their next month’‘s 
gift to employes who are urged to recommend new staff members. 


areas (Manhattan-Bronx-West- 
chester, Long Island, Upstate), and 
the great majority are female oper- 
ators, clerks, stenographers and 
customer-service representatives. 
Since about 1950, Mr. Wiechmann 
points out, there has been an ever- 
tightening market for new girls — 
especially those with the education, 
personality and temperament quali- 
fications which the company re- 
quires. 

“We had used newspaper and 
other advertising for a long while 
as the principal source,” he says, 
“but we found we had quite a large 
turnover and the cost per hire was 
too high. 

“We also knew that girls who 
came in through friends in the com- 
pany were more apt to stay with us 
longer. This had always been a 
good source of new employes, but 
it hadn’t been stressed until 1953 
when we began accelerating the 
program.” 


> This activity involved a barrelful 
of slogans, a large variety of ad- 
vertising specialties, posters 
throughout the company and or- 
ganizing of employe effort to bring 
in friends. 

In each office the company ap- 
points from one to three recruiters 
for a period of a few months, re- 
placing them with other employes 
at regular intervals so that many 
participate and become familiar 
with the program. 

These employe recruiters talk up 
the program among fellow employes 
at opportune times during the day. 
New recruiters for the Manhattan- 


Bronx-Westchester area are 
brought to headquarters at 140 
West St. in New York for a day in 
the beginning, for a briefing, and 
then given an elaborate kit of re- 
cruiting and reporting materials. 

One clear indication of the results 
is the improvement in quality of 
applicants, reflected most pointedly 
in a comparison of figures for the 
M-B-W area: 


Year Applicants Hired Percent 
1952 50,881 7110 13.9 
1953 33,534 4360 13.0 
1954 25,305 3756 14.8 
1955 29,454 7048 23.9 





Behind these figures lies a steady 
bombardment of company person- 
nel with slogans like “Start a Girl 
on a Telephone Career,” “Give us 
more girls like the ones we've got,” 
“We'd like the girls you like,” “Date 
her up,” “Good jobs for girls,” “You 
are the key to employe recruiting,” 
and “Your friend’s future will be 
bright if she gets a telephone job.” 
Ideas and slogans have been 
worked up through every available 
means, including two BBDO brain- 
storming sessions. 


> One of the most effective means 
of spreading the word, Mr. Wiech- 
mann believes, has been the adver- 
tising specialty program. Two re- 
quirements are basic: the item must 
have real utility, and it must be in 
front of the girls at frequent in 
tervals, to get the most in reminder 
value. 

Items used recently — usually 
one a month — have included sub- 
way-token dispensers, suede brush- 





es, plastic rain bonnets, pencils, key 
rings and a shoe horn (imprint: 
“Shoo Her In”). A plastic pocket- 
protector (Start a Girl on A Tele- 
phone Career) and similar items 
for use by both male and female 
workers have become standbys. 
Most specialties are, of course, 
low in cost — under 10c — though 
items for smaller, specialized dis- 
tribution may go as high as $1. 


> A colorful folder, entitled “Let’s 
Have a Party,’ has been used to 
provide a timely boost to the pro- 
gram at holiday seasons. Party re- 
cipes for such things as pinwheel 
cookies and hot cheese balls are 
punctuated by four “Commericals”: 
Recipe for an Operator — Recipe 
for a Clerk — Recipe for Typists 
and Stenos — and Recipe for a Rep 
(customer-service representative). 
Animal-shaped cutouts to identify 
drinks carry rhymed plugs for 
phone jobs. A sample: “The bounc- 
iest beast is the kangaroo... Ina 
jiffy he’ll hop a mile or two...Ina 
telephone job, you'll hear it said . . . 
Your chances are good to jump 
ahead!” 

Advertising specialties are con- 
stantly being screened and selected 
by Mr. Costello and a committee 
of employment supervisors for the 
three company areas. From 50,000 
to as many as 70,000 or 80,000 of 
each item may be ordered — not 
counting repeats which may be re- 
quested by some offices on a par- 
ticularly popular item. They are Can you see your company image 
distributed by the office’s recruiter, 
giving her an excellent monthly op- 


portunity to talk with each girl in in your present letterhead paper? 


Public relations starts with your letterhead — 
your most frequently used means of communication. 
- Are you satisfied that yours truly reflects the integrity 
DONT KEEP IT and position of your company? 
ee New brighter, whiter WESTON BOND excells 
in brightness, whiteness, opacity, texture and finish 
...in every way except in cost. Your letters will 
look cleaner, neater, more impressive against the 
background of its brilliant whiteness and cotton 
content quality. 

Ask your printer to use brighter, whiter WESTON 
BOND on your next lot of letterheads ... or write 
for sample book and make your own comparison. 
Address Dept. AR . Byron Weston Company, Dalton, 
Massachusetts. Makers of Fine Papers for Business 

Records Since 1863. 


WESTON BOND 


posters are placed in all company build- Cotton Fibre Quality Letterhead Paper 


ings, with racks of introduction cards. 


Lobby Poster . . . Attractive, colorful 
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NEW PREMIUM 
SENSATIONS 


beach pads 

special items 
a All made of revolutionary Polyurethane, 
the new foam-like material. All items 


are available in popular pastels, a 
rainbow of colors. 


Write today for detalis. 


Exclusive Manufacturer and Distributor 


WINSTON SALES CO. 


7 W. 24th Street, New York 11, N. Y. 


We Meet Deadlines 


+Realistic... 
+ Difficult... We 
+ Impossible >< 


Phone our Betty Wolfe at Willard, 
Ohio 231. Tell her your deadline. 
She'll tell you if we can make it. If 
we can't, she'll say so. And, if Betty 
says we'll meet your deadline . . . 
we will! . 
~~~ Mall Coupon For FREE QUALATEX Balloon Information -—~— 
The PIONEER Rubber Company ; 
410 Tiffin Road, Willard, Ohio | 
Please send me: 
[] Name of my nearest QUALATEX | 
Distributor | 
[] Copy of “Advertising Balloon Fact Pack” |! 
(Ideas, samples, prices and imprint 
worksheet) | 
Firm 
CO 
CRY creamer ZONE oe Hale 
Requested by | 


92 + ar + April 1957 





Recruiter at Work . . . Girl at left is typical of recruiter in each office, appointed fur 
for a three-month period. Here she talks with an employe, notes on possible ap- 
plicants, and hands out company’s latest advertising specialty. 


the office, urging her to bring in 
her friends, picking up names of 
prospects and distributing intro- 
duction cards. 


> Key to the program is a_ book 
called “You Are the Key to Em- 
ploye Recruiting.” Its 24 pages give 
the qualifications needed to be a 
successful recruiter, an outline of 
the duties involved, possible sources 
of prospects, typical questions re- 
ceived by recruiters, and a check 
list of company job opportunities. 
The book winds up with a series of 
interviews designed to suggest ways 
of handling almost any situation in 
discussion with employes. In addi- 
tion, each recruiter is provided with 
a binder containing report forms on 
which to note names and addresses 
of prospects, dates interviewed and 
comments. 


> Besides these aids, hundreds of 
81x11” posters are distributed 
every month for use on company 
bulletin boards, and 25x38” ver- 
sions are placed in hallways of all 
telephone buildings in the state as 
constant reminders to employes 
that their friends are wanted for 
jobs with the company. 

While Mr. Wiechmann feels that 
the greatest emphasis of the pro- 
gram must continue to be placed on 
t he recruiting-through-employes 
program, he has not abandoned 
other useful methods of bringing 
in suitable girls. 

“We must continue,” he declares, 
“to use every good means of hiring 
more girls. One might think in- 
creased dial service means fewer 


operators. But actually we keep en- 
larging the operator force. In 1952, 
44% of all girls hired were opera- 
tors; in 53 it was 68%; in ’54 about 
78%; and in 1955, 87% were op- 
erators.” ‘ 


>» Supporting the efficiency of this 
hiring method, as well as its econ- 
omy, Wiechmann points to the sub- 
stantial increase — more than 80% 
— in the proportion of girls hired 
through employes since the pro- 
gram began. Here’s how the four 
categories of new-employe sources 
stacked up in 1955, as compared 
with three years before: 


1952 1955 

Employes 40% 72.6%, 
Schools 7, 7.9% 
Newspapers 24%, 3.6%, 
Misc. 26% 15.9% 


This picture follows closely the 
contention of many leaders in per- 
sonnel administration that too few 
business firms are calling suffi- 
ciently on the recruiting strength 
within their own organizations. As 
Paul L. Moore, executive vice-pres- 
ident of the American Society for 
Personnel Administration, said re- 
cently: “Many companies today are 
failing to use their own workers in 
recruiting . . . This can be a most 
effective device. I think that applies 
both to quality and quantity of 
employes.” 


>» At the New York Telephone Co. 
this idea has been fully borne out 
— both quality and quantity of re- 
cruits proving the point — in the 





three years the accelerated pro- 
gram has been in force. 

The key, of course, lies in the 
promotional force and _ creative 
thinking brought to bear on the 
problem. With intensive use of 
three principal tools — advertising 
specialties, posters and organized 
effort — the Telephone Co. has 
given maximum velocity to the 
program. 44 


Premium Plaques To Be 
Awarded During Show 


During the annual Premium 
Show, scheduled for April 8-11, at 
Chicago’s Navy Pier, seven citation 
award plaques will be given. This 
event, a highlight of the meeting, 
will be held on April 10. The 
plaques will be awarded in these 
categories: 


e Insert or onsert package premi- 
um plan. 


® Self-liquidating premium plan. 
© Retail store traffic building plan. 


® Sales contest for selling organiza- 
tions. 


@ Tie-in sales plan with a premium 
for closing. 


® Dealer incentive programs. 


e Trading stamp operations. 
Plaques will also be awarded to 
the man or company who created 
and handled the regular plaque 
winners, and to the participating 
advertising agencies. 44 


On the Wild Side... 


Spectacular Trend 
Noted In Premiums 


With more and more national ad- 
vertisers climbing on the premium 
or prize plan “merry-go-round,” the 
average consumer is so beset by 
ordinary “free” offers that many ad- 
vertisers are now resorting to the 
“stupefying spectacular” giveaway 
trend in order to catch the brass 
ring of consumer acceptance. 

While in going over a list of re- 
cent premium offers AR editors 
found it hard to find the trust- 
worthy “Nylons” once so popular 
among the premium crowd, they 
did find a few noteworthy in in- 
genuity and imagination on the 
“wild, wild” side, they seem worthy 
of mention. 


Premium Plan 
Pulls Switch 


One of the most 
offbeat premium 
plans ever to be 
seen in “Ad Land” was the neat 
switch pulled by Kal Rubin, Tuscon 


appliance dealer, when he offered 
a free car with each sale of a 21” 
TV set. 

Mr. Rubin used the services of a 
cooperating car dealer for his 60 
novel “give aways” and the dealer 
furnished not only the lot for a 
showroom but guaranteed the cars 
to run. 

After the customer selected his 
tv set, he was taken by the sales- 
man to the car lot and told to take 
his pick. Here, also, the car dealer 
told the customer that he could 
trade in the old car he was being 
given for $100 on a first-class used 
car, or for $200 on a new car. 

Proof that it pays to be different 
was seen in the disappearance of 
every car within a week and the 
“largest in history” tv sales total 
for the Rubin store. 


Buy Now And 
Smoke Later! 


Happily aware that 
most Americans 
have been raised 
to be good credit risks, Larus & Bro. 
Co. has launched a “pay as you 
smoke” premium plan for “Holiday” 
smokers. 

Smokers obtain one coupon per 
pack of king-size, filter tip Holidays 
and 15 per carton. The 15 coupons 
can be used as a down payment 
on premium gifts ranging from cig- 
aret lighters to cameras, and the 


PN 


DESIGNERS 


PRODUCERS 
of 


smoker can pay off the balance at 
normal “puffing” speed. 

The installment campaign is be- 
ing test-marketed in four New Eng- 
land markets and if honesty tri- 
umphs and smoking speed remains 
constant, chances are the rest of the 
country will be taking gifts home 
and “smoking” for them later. q4 


Folder Lists Worth 
Of Wooden Nickels 


A folder from Wendell-North- 
western Inc., Minneapolis, describes 
a variety of wooden nickels and 
lists specific ways these mock coins 
can be used as sales aids. 

Actual sales promotions success- 
fully using the wooden nickels are 
described in the folder and illustra- 
tions of the nickels used in these 
campaigns are actual-size, clearly 
showing the designs used. 

The nickels are 144” in diameter 
and can be imprinted on the side 
opposite the design with any de- 
sired sales message. 

Either standard or special designs 
are available and the folder lists 
prices for the standard type-set dies 
ranging from $10 per 100 to $20 per 
10,000, according to the size of the 
lot order. 


. - « for more details circle 813, page 113 
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Nothing like it under the sun 


Presenting the exciting new Fairchild F-27... Generous in cabin capacity and pressurized comfort, 
ae an airliner in a class all by itself. the F-27 seats up to 40 passengers. Its wide panoramic 
Here is propjet performance in tune with to- windows make for magnificent views. 
morrow: 280 mph cruise — 2250 mile range. Here is Economical too, the F-27 costs less to operate, even 
short-field performance ideal for local service routes. at low level, town-to-town hops. Costs less to maintain, 
Takeoff run at gross weight only 3850 feet — landing less to buy... priced at $540,000.* 
distance at maximum gross weight only 3000 feet! ‘ 
AIRLINE: PLUG IN RADIO UNITS EXTRA 


EXECUTIVE: PLUG IN RADIO UNITS 
FAIRCHILD AND CABIN 


INTERIORS EXTRA, 


= 
oOo THE FINEST AIRCRAFT FOR AIRLINES 
e - 
(O Liteniship CORPORATIONS AND MILITARY SERVICES 


Address inquiries to: R. James Pfeiffer, Executive Director of Customer Relations, Fairchild Engine and Airplane Corporation, Hagerstown 15, Md 





the Most of Artwork 


The Fairchild F-27 airplane cam- 
paign is a good example of how to 
amortize the production costs of 
magazine ads by using the same art 
in collateral material. 

To advertise and merchandise this 
$540,000 twin propjet transport to 
regional and trunk line carriers and 
executive operators, the Fairchild 
Engine & Airplane Corp. employs 
striking two-color art in a_ half 
dozen magazines. That’s just the 
start. 

Then the same art is used on 
playing cards, counter cards, lug- 
gage stickers, matchbooks, post- 
ers and reproductions for framing. 
When a series of 12 ads has been 
completed, the art will be gathered 
into an F-27 calendar. And suppli- 
ers of accessories and components, 
such as Simmons Accessories, use 
the original art for two-color co-op 
ads of their own in business pub- 
lications. Some small airlines also 
employ the art for newspaper co-op 
ads. 


>’ Seven ads had been completed 
when AR looked into the thematic 
package at Fairchild’s ad agency, 
Gaynor Colman Prentis & Varley, 
New York. 

This campaign has several how-to 
features worth noting: 


® How to spend $220,000 a year on 
space and collateral material while 
appearing to spend $2,000,000. 


e How to localize a national cam- 
paign through art identifying the 
regions of short-haul airlines. 


e How to secure $23,760,000 worth 
of orders and options for a product 


Fairchild buys dramatic art to promote its F-27, 


and it gets full value for its purchase. Here’s a report 


on the many ways in which it puts its art to use. 


not yet in production. Although 15 
airlines and corporations have 
ordered 44 planes, the first is not 


due off the assembly line until next 
October. 


The two-color ads run in Ameri- 
can Aviation, Aviation Week, Busi- 
ness Week, Flight, Nation’s Business 
and Revista Aerea. The last-named 
magazine serves’ Latin America, 
where Aerovias Ecuatorianas is an 
F-27 customer. 


> Fairchild and Gaynor began the 
campaign with a striking blue ren- 
dition of the plane in flight against 
a night backdrop, and a 14 x 28” re- 
production of the painting suitable 
for framing. More than 5,000 copies 
of this art by Maurice Thomas were 
distributed to prospects and cus- 
tomers. Mr. Thomas is a freelancer 
noted for his tight rendering of air- 
craft. Subsequently all art is be- 
ing reproduced in original size, 
12x12”, suitable for framing. 

But from here on in the rest of 
the art is by Bernard Symancyk of 
Mel Richman Studios, New York. 
After the announcement ad, the 
series switched to geographic iden- 
tification of customer airline re- 
gions. 


> Airlines such as Mackey in Flori- 
da, West Coast in Seattle, Frontier 
in Colorado, Bonanza in Arizona, 
Piedmont in North Carolina, Que- 
becair in Canada, Ecuatorianos in 
Ecuador and Northern Consolidated 
in Alaska find the ads and collateral 
material keyed to their geographi- 
cal locations, in most instances. 
Among corporation orders are Gen- 


eral Tire & Rubber and Continental 
Can. 

Examples: The blue sea scene is 
applicable to routes over water. It 
also implies without stating it that 
the plane is dependable over such 
open stretches. The hot yellow 
Flagstaff mesa impression has na- 
tional and regional import. This 
localizing applies likewise to the 
Golden Gate Bridge art, the rose 
tint of the Galveston Bay impres- 
sion. The green totem pole, sea and 
sky in the Alcan Highway rendition 
and the pale green and fluffy white 
of the Charleston cotton boll ren- 
dering — these, too, employ airline 
area identification. 


> This art approach comes in handy 
on collateral material. This material 
has brief, descriptive heads and is 
imprinted with the various airline 
titles. The magazine art used in the 
collateral material consists of: 


e Playing cards . . . These are 2% 
x314’”’, two scenes to a package. The 
package is 544x334”. 


e Counter cards . . Counter or 
poster displays are easel backed and 
measure 8354x1034”. 


e Luggage stickers ... They are 
2x2” with rounded corners. A %4” 
area across the bottom of the sticker 
allows room for the airline identifi- 
cation or other message. 


@ Matchbooks . . . These come in 
either assorted landscapes or fea- 
ture the same art. The same art 
gives the material a custom-tailored 
effect reflecting the feeling of the 
route’s region. The matchbook is 
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2x2”. The inside flap holds the air- 
line message. The outside back 
cover identifies the airplane. The 


| front cover has the main art. 


The sleeve holding the matches is 
642x2x2” and employs the art 
again, with copy line on each facing. 


_ One copy line might say, “One air- 


| assorted or 


plane in a class all by itself,” tying 
in with the blue seascape scene. An- 


other line, “Creating quite a stir in 
flight circles,” ties in with the Gal- 
veston Bay rendition. Fairchild 


printed up 10,000 such boxes. 


@ Postcards . .. These, too, come 


singly in theme. One 


| side has the art, and the reverse has 


the airline message. A slug of type 
at the bottom of the message area 
identifies the scene, such as “Off 
the Florida Coast,” the blue sea- 
scape. 


@ Reproductions for framing 


The first measured 14x28”. This ona 


later ones have been made 12x12'%”, 
the size of the original art. 
While airline and supplier ads do 


| not represent a steady usage of the 
| original art, it is used by some. For 
| example Fairchild runs some ads 
| under airline imprints in Asta Trav- 


el News, employing the original art. 
And suppliers such as Simmons Ac- 
cessories, Reynolds Metals and Wal- 
ter Kidde Co. latch onto the art for 


| ads in Aviation Age and Aviation 


Week. 
For Fairchild the campaign repre- 


| sents several firsts in transport air- 


craft advertising. It’s the first to list 
the price of a plane in an ad, first 


| to use levity in copy footnotes, such 


as “White Wall Tires Extra,” first 


| to violate the tradition of showing a 
| plane in three-quarter front view. 


The Dixie cotton boll scene is a tail- 


| on rear view, and a Canada treetop 


illustration coming up shows the 
plane belly as viewed from the 
ground. 

Other of the 


characterizations 


| plane in flight in the ads have minor 
| violations of the unstated aircraft 


picture code, such as the Galveston 
Bay scene with the plane in static, 
full side view. The rest stick to the 
three-quarter front. 


| > To William G. Key, Fairchild ad- 


vertising and public relations direc- 
tor, the campaign puts Fairchild 
back in the commercial aircraft 
market it served between 1925 and 
World War II. The plane, billed as 
a replacement for the versatile but 
outmoded DC-3 piston job, was de- 
signed and developed by Fairchild 
and the Fokker Aircraft Co., Am- 
sterdam. 

Selling a new plane takes some 
knowledge of the field. For example, 


Check List of F-27 
Promotional Items 


F-27 Art 

2-color (14x28) F-27 Painting 
Display Cut-Outs 
Fairchild Signatures 
Logotypes 
Newspaper Ads 
Photographs 
Television Belops 
F-27 35mm slides 
Playing Cards 
Counter Cards 
Luggage Stickers 
Match Books 
Postcards 

Shoulder Patch 





agency president Paul Gaynor is a 
former Air Force officer. Thomas 
Darge, copywriter, writes aircraft 
fiction on the side. Key, Gaynor and 
Darge couple their knowledge with 
agency art director Alan Slatter and 
artist Bernard Symancyk in taking 
liberties with tradition. 


> An impression of isolation and 
focus is used throughout for the air- 
plane and the region it’s shown in. 
In the seascape scene the color is 
a flat blue with much sky and little 
water and the sailboats reduced to 
almost dots. 

The Arizona sun illustration uses 
flat yellow with brilliant effect. This 
is achieved by a blazing sun. Ordi- 
narily an airplane’s wing tip into 
the sun would not show, would 
burn in. But here the wing tip is 
outlined and carried into sharp in- 
finity. 

The Golden Gate Bridge scene is 
a combination of bright sunlight and 
murky atmosphere. As in all the 
two-color art treatments, the color 
other than black is functional. Any 
added colors would spoil the effect. 

The Galveston Bay illustration 
uses a rose tint in several grada- 
tions, somewhat pure at the bottom 
and turning darker toward the top 
with the use of black helping to 
isolate and focus the reader’s at- 
tention on the plane. 

The Alcan Highway totem pole 
and forest background again point 
up the use of functional color, plus 
headline trickery and gimmickry, 
“Head and Shoulders Above the 
Rest.” 

The Dixie cotton boll art, along 
with the Alcan totem pole, are the 
only two thus far to have fore- 
ground images overshadow the 
plane. Pole and boll jump out in the 
foreground. In the boll scene pale 
green helps highlight the white of 
the cotton plant. 





Photography by Jon Abbot Type C Print from 120 Kodacolor Negative. 


The utility of the illustration is in the reproduction. Here is proof of the reproducibility of professional 
color prints made on Type C paper. Type C prints, further, have a degree of virtuosity, 
of color control, and of clarity and sharpness hitherto unknown. This exciting medium promises to lead to a new era 
of advertising and editorial photography, extending the talents of photographers and art directors alike. 


EASTMAN KODAK COMPANY «© Rochester 4, N. Y. 





> This art, when coupled with its 
carefully planned approach for use 
in magazine ads and the collateral 
material, works for Fairchild long 
after its initial impact. It sells a 40- 
passenger twinprop' turbine-pow- 
ered plane as a replacement for a 
twin-piston aircraft. The F-27 en- 
ables short and medium-range op- 
erators to convert to turbine power 
instead of heavier and more ex- 
pensive twin-piston aircraft. 44 


Booklet Gives Formula 
For Low-Cost Films 


With the feeling that the huge 
sums often spent on the production 
of business films have kept many 
other companies from using this 
medium, Telefilm Inc., Hollywood, 
has released an informative little 
booklet that prescribes a complete 
formula for the production of low- 
cost business films. 

The four basic steps in produc- 
tion, according to Telefilm, are: 


1. Photography 

2. Editing 

3. Recording voice and music 
4. Printing the release prints. 


Of these items, the company 
points out, the latter two are purely 
technical, and can be farmed out to 
specialized motion picture organi- 
zations. Photography can almost al- 
ways be done within a company’s 
staff, and editing is frequently with- 
in the realm of possibility. 

Starting with “how to determine 
the. cash outlay necessary to make 
the picture,” this booklet takes the 
reader, step by step, through basic 
production, photography, use of 
personnel, editing, recording, print- 
ing, and costs. 

Back cover of the Telefilm book- 
let contains a listing of the com- 
pany’s film services and facilities. 

. for more details circle 803, page 113 


Booklet Aids Selection 
Of Projection Screens 


As an aid to admen faced with the 
purchase of a projection screen, Ra- 
diant Manufacturing Corp., Chicago, 
has released a fact-filled booklet on 
“How to Shop for a 
Screen - 

A check list of the basic ques- 
tions involved in the selection of 
the proper screen for the particular 
purpose in mind is contained in the 
booklet, plus discussions on the size 
and shape, the type of screen 
mounting, the fabric to pick, and 
the various types of Radiant screens 
available on the market. 

The booklet is illustrated. 


Projection 


. . « for more details circle 802, page 113 
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Symbolic Design . 
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. . Combination of trademark and stroboscopic photograph give com- 


pany immediate identification with automation and feedback 


Open-Shutter Photography ... 


Trademark Pius Photo 
Spelis Automation 


As a means of identifying itself 
with automation, Benson-Lehner 
Corp., Los Angeles, manufacturer of 
data processing equipment, uses a 
trademark based on “feedback,” a 
basic principle of automation. The 
trademark, which combines a feed- 
back loop with the initials of the 
company, was designed by the com- 
pany’s agency, Carson Roberts Inc., 
Los Angeles. 

The feedback loop means con- 
tinuous automatic motion. To show 
continuous motion graphically, the 
feedback symbol design was adapted 
Orr ~, 
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Art Plus Photo Feedback loop of 
trademark is repeated in open-shutter 
strobe photo (on right) to give graphic 
and vivid representation of 
Lehner’s field of activity 


Benson- 


to get a pictorial representation of 
the idea. 

A mobile of the feedback loop 
was built of wire, painted black, 
striped with white tap2> and hung 
from the ceiling by photographer 
Todd Walker. Then the mobile was 
spun and the camera shutter left 
wide cpen to obtain a time expo- 
sure. 

At an optimum moment during 
the spin, a strobe unit was fired off 
to get a solid image. Consequently 
the spinning mobile retained its 
feedback loop shape, but also photo- 





2 EXE FE - most dependable source for 


GLOSSY PRINTS 
IN QUANTITY 


Zepp quality photos in quantity offer: Prompt 
Service - Top Grade Reproduction - Low Price 


lots)* 
Cards . .$.05.. each (100 
ee _ $.06Y2 each (100 lots)" 
8x10 Glossy Photos - $082 each (100 lots) 


*Complete price list on request. 


24: _ 
PHOTO SERVICE 


3042 Greenmount Ave., Baltimore 18, Md. 
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SAVE ON 
ART COST! 


All types of advertising 
art by mail . . . at low cost. 
CUST’M ART Art drawn to 
YOUR order at flat’rate prices. 
: Products, buildings, letter- 
‘ae heads, catalog covers. 
REDI-ART Prepared art proofs, ready-to- 
shoot. Booklets on many subjects, illustra- 
tions with copy headlines, two color mailers, 
stock photos. 


Send for complete details today. 


STERLING STUDIOS 
P. O. Box 6673-A Dallas, Texas 


——, 


j . . 
'T TIP A 5 SEALS TIGHT 
CAN = 


CAN'T STICK —_ 12S By FINGER 
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The world's most modern dispenser. Handy grip- 
top. Large bristle brush always reaches rubber 
cement—no adjustments necessary. At your artist 


supply store or direct. Only $2.95 
THE HABERULE CO. 
BOX AR-245 « WILTON, CONN. 
ATTENTION 


GETTERS! 
DOUG MACK’S 
““MOPPETS” 


Hundreds available. 
Exclusive use. 
Low Priced 

WRITE YOUR NEEDS 
AND REQUEST 
SAMPLES 


DOUGLAS MACK 


1550 Church St. San 
Francisco 14, Calif. 





“It’s the Client's 
wife's idea.”’ 


You Don’? Have To Be An Artist To Use A 


%, VARiGRAPH 
NTL 
aes 

Write Dep't. AR-5 for FREE TRIAL 


2 
VARIGRAPH CO., Inc., Madison 1, Wis. 


graphed as a series of blurred, in- 
motion impressions. The final result 
was a photograph which suggested 
high-speed, continuous motion, 
within the confines of the feedback 
loop. 

The photograph was cropped at 
its focal point and used as a bleed 
color background to the Benson- 
Lehner signature and trademark. 
The effect is a unified graphic state- 
ment which immediately and ap- 
propriately identifies the company 
with the field of automation. 44 


Seven Ways to Protect 
Your Photoengravings 


Many admen spend large amounts 
of money on artwork, copy and 
engravings, and then risk their loss 
or damage through poor handling. 
This is the observation of Irving 
Seiden, vice president of Mercury 
Messenger Service Inc., New York, 
who has drawn up this list of seven 
rules to prevent the mistakes he has 
noticed most often. 


1. Protect artwork, on even the 
shortest delivery, with tissues and a 
heavy paper flap. 


2. Keep newspapers for packing 
engravings. Zinc and copper aren’t 
really as tough as they seem. 


3. When papers are of uneven size, 
clip or staple them together. The 
recipient may overlook small, loose 
sheets. 


4. Books may be wonderful to 
read, but they are hard to carry 
unless you tie them up in a bundle 
that is easy to handle. 


5S. Always seal delivery envelopes, 
or use the clasps provided. 


6. Save money, if you wish, by re- 
using old envelopes, but be sure to 
scratch out completely or cover up 
previous addresses or instructions. 


7. If you use a messenger service, 
check on its insurance arrange- 
ments. For a small additional fee, 
you may be able to get adequate 
protection. 44 


Flat-Bed Copier 
Handles Book Pages 


An illustrated booklet prepared 
by the American Photocopy Equip- 
ment Co., Chicago, describes a com- 
pact new copier for reproducing 
pages from books and magazines. 
The Apeco PanelLite Copier is 
styled to enable snug contact on 
any bound page to make a sharp, 
clear copy of the entire page from 
the gutter to the outer edges. 

The machine reproduces a page 


¥ 
% 


Brandt Scaleograph 
cuts cropping time 90% 
—fills long felt need 


The newly invented Brandt Scale- 
ograph is a precision instrument that 
crops and scales photos, art, etc. in 
seconds. Once set to a proportion it 
will enlarge or reduce automatically 
without computation. Scaled in picas 
and inches. Its practicability and 
simplicity have won hundreds of users 
from coast to coast. Some of the 
biggest names in industry, graphic 
arts, and advertising have placed 
multiple orders and praise its efficien- 
cy. Made of vinyl plastic, stainless 
steel, and aluminum. With minimum 
care will last a lifetime. If your dealer 
cannot supply you, order direct. Im- 
mediate delivery parcel post prepaid. 
Send check or company purchase 
order. Price $12.60. Money back if 
not delighted. 


THE BRANDT CORP. 
P. O. Box 465, NEW ORLEANS 
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CONSTRUCTION 


finn Hlac Coo viv Irishman, was the greatest 


of civil engineers. He built the Great Wall of China, 

the Rainbow Bridge of Utah, located the correct spot 
and set up the North Pole, and engineered the digging 
of the Grand Canyon of the Colorado. A sub-contractor 
on the Canyon was Paul Bunyan. It was Paul’s blue ox 
who did the heavy digging, pulling a plough, followed 
by an Irish work gang who cleaned up the big ditch. 


We have clients in America’s foremost industries and would like more 


Printers with Imagination 


3005 FRANKLIN BLVD 
DF KELLER COMPANY °: cuicaco 12, ILLINOIS 





AR Reaches Out... 


to more advertising agencies than any other 
publication. If you sell advertising services, 
equipment or supplies to or through agencies 


AR is All Right ... For You 
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Full Page Exposure . - The Apeco 
Panel-Lite Copier reproduces pages from 
books, magazines and other material 
that requires a flat-bed printer. It can 
be used with the Autostat or other proc- 
essing machines. 


at a time when the printed area is 
placed on the copying surface. This 
surface is made of special three-ply 
filtered glass and has a removable 
cover. Over-all dimensions of the 
copier are 19%x13x4”". Made of 
metal with a baked enamel finish, it 
is lightweight and portable. 

This new flat-bed copier has a 
built-in automatic timer. Other fea- 
tures are discussed in detail in the 
booklet, which is offered by the 
manufacturer. 

. - « for more details circle 824, page 113 


Antique or Modern... 


Stock Art Studios 
Trim Layout Costs 


If “stock art” brings up a mental 
picture of cut-and-dried line draw- 
ings and uninspired 8x10” glossies, 
a quick glance at some recent of- 
ferings of leading stock services 
may convince you otherwise. The 
range of choice is greater than ever 
— from antique art to grease-pen- 
cil drawings — and the chances for 
a “custom look” correspondingly 
greater. 

In addition, some services offer 
research facilities with their sub- 
scription program. These, combined 
with economy, make their files 
worth delving into. 


Encore for 
Americana 


Illustrations from 
Punch, Scribner’s, 
Harpers Monthly 
and the Illustrated London News 
dating back to Victorian days are 
once again available through a West 
Coast service, Mercury Archives 
Inc., Los Angeles. 

The company will supply photo- 
graphic prints of the originals — 
line cuts, engravings, lithographs 
and photographs — for moderate 





rental fees. Membership in the 
service costs $10 a month and en- 
titles subscribers to visit the com- 
pany offices (or deal with Mercury 
by mail or phone) and have staff 
researchers locate the pictures de- 
sired. 

An illustrated brochure gives ex- 
amples of the pictures on file. Such 
choice items as the Prince of Wales’ 
footpowered sidewheel canoe, a 
crusader in armor, and_ several 
men-of-war engaged in a sea skir- 
mish are featured. Pictures are 
grouped into five categories: 

@ Fine art 

e Advertising art 
© News art 

e Illustrations 

® Cartoons. 

Besides material for reproduction, 
Mercury maintains a picture clip 
file for reference and study only. 

Full details on selection and or- 
derings are included with the bro- 
chure. 

. « for more details circle 825, page 113 
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Early Engine . . . Revived in a sheet of 
locomotive illustrations from Visual Dis- 
coveries Inc., New York, is this lovingly 
detailed steel engraving. 


v7, 


Americana Details on a collec- 
On File tion of two million 
early American 
drawings and prints are offered by 
Visual Discoveries Inc., New York. 
Culled from early books and cat- 
alogs, the prints and drawings in- 
clude steel and wood engravings, 
depicting trains, animals, figures 
and a variety of other subjects. 
Characteristic of many are the pre- 
cise draftsmanship and love of de- 
tail of late nineteenth century art- 
ists. 

With the growing juxtaposition of 
antique and modern art for surprise 
advertising effects, this and similar 
files serve as valuable resources. 
Visual Discoveries offers a sub- 
scription service whereby sub- 
scribers receive a 10x14” printed 
plate every month with an assort- 
ment of drawings. These cover one 
subject and are printed on good 
stock, suitable for reproduction. 

A new subject category is covered 
each month, enabling subscribers to 
compile a varied library of early 
American graphic art. A binder to 
hold the collection is also supplied. 

. for more details circle 826, page 113 
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Introductory Sale! | 


"CLIP BO OKS : 
oeteetace = 


save time and money, just clip and paste! 
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You get all this: (1) “Line Art”—3 complete books" : 
total of 35 pages, 5 x.8, black and white art; (2) “Tone ¥ 
Art”—16 pages, 82 x 11, screened wash and opaque 
drawings and photos, plus 2-color separations; (3) 
“Lettering”—24 pages, 82 x 11, newest lettering faces 
on adhesive-back stock! Regularly $16.85, now $5 to 
new customers only! Send check or purchase order. 
Prompt refund if not delighted. Best of all, use your 


$5 as a credit if you decide to subscribe. Send for your 
$5 “Clip Book” kit today! 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 37, NEW JERSEY 


_ You've been waiting for it - SWE A ART* 
here it is—the incomparable, new! 


| best published — 3rd edition of : portfolio no. 


Idea Art — “Art in Season.” 72 
completely new pieces of light-touch art 
spiced with copy to release 1001 ideas. 

An entire section of cue sheets invaluable 
to demonstrate uses. Reproduced on 
Kromekote cover stock, in deluxe 9x12 
multi-ring plastic binder. $27.50 per copy, 
complete with reproduction rights. 

A limited edition — order today. 

5-day Free Examination. 


IDEA ART 
307 Fifth Avenue, New York 16, N. Y. 
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PRODUCTS FOR YOUR 
TV AND ART DEPT. 


“STORYBOARD” PAD 


The pod thet has big 5 x 7 
video panels thet enable § 
you to make man-sized TV 
visuals. Perforated video 
and audio segments on gray 
background. 


No. 72C—Pad Size 14x 17” 
(50 Sheets—4 Segments on Sheet) 
No. 72 E—Pocket Size 6% x 8%” 
(50 Sheets—1 Segment on Sheet) 


Tomkins TELEPAD 


Most popular TV visual pod 
with 2x4" video and 
audio panels on gray back- 
ground. Each panel perfo- 
rated 


No. 72A—19 x 24” 
(50 Sheets—12 panels on Sheet) 

No. 72B—Pocket Size 8 x 18” 2.00 
(75 Sheets—4 panels on Sheet) 


VIDEO PAPER 


Sensational new paper for 
TV artists. Makes an ordin- 
ary pencil line vivid and 
colors just pop! Write for 
sample. 





Dick Boyer & Teok 


FREE SAMPLES 

FOR THE ASKING! 
Write on your letterhead for 
200-page catalog of art sup- 
plies. “‘An Encyclopedia of 
Artists Materials’’. 


Cet Lek eae 


2 West 46th St., New York 36 





Jim Crotzer & Macassar Ebony 


Ralph Cowan & Satinwood Robert Christiansen and Rhodesian Walnut 





Guest 
Artist 
Marcia Q. 





Prichard 

Age 9 

Daddy: 

« « eal Q. Prichard, 
DADDY says“ 


“Marcia uses almost any kind 

of paper to draw on. But 
illustration is my business, 

so I select the finest materials 
always . . . starting with HI-ART 
illustration board.” 

When the Job and the Client Demand 
the Finest, Specify HI-ART 
ILLUSTRATION BOARDS. 


NATIONAL CARD, = 
EGR LL lool inet od 


4318 Carroll Ave., Chicago 24, Ill. « 11422 So. 
Broadway, Los Angeles Calif. « in Canada 
Ce me te Oe el 
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Jim Brown & Butternut 





Vic Screbneski & Rosewood 


VARIATIONS 
ON A THEME 


Given the same assignment, creative designers and 


photographers can come up with varied solutions, as this 


interesting project shows clearly. 


For an unusual touch of elegance, 
give a fine photographer a free 
hand. This is the advice of John 
Von Dorn, art director for Richard 
B. Stem Inc., New Albany, Ind., 
which makes and distributes panel- 
ing of rare wood veneers. 

Mr. Von Dorn was faced with 
gaining maximum attention for a 
series of two-page spreads sched- 
uled for Architectural Record. 
Rather than depend upon his own 
imagination alone, he decided to 
appeal to the creative powers of a 
group of top-flight Chicago photog- 
raphers. 

Selecting six men, each of whom 
had a national reputation and had 
worked on national accounts, Mr. 
Von Dorn sent each a panel of fine 


wood, and gave him free rein to 
turn out the finished photograph as 
the mood inspired him. 

The ads, all with the same basic 
layout, included a self-portrait of 
the photographer, plus a short testi- 
monial. This tied the ads into the 
over-all theme of “background for 
elegance.” The photographers were 
quoted on the effectiveness of wood 
paneling as a contribution to the 
elegance of an interior. 

The only specification was that 
the wood grain, which was, after 
all, the ultimate product, be sharp 
and in clear focus. Each photog- 
rapher, in his enthusiasm for the 
project, made a number of shots, 
which made the final selection most 
difficult. a4 





NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE BY CHART-PAK 


Tapes, Templates, Boards. . . 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything —tapes, labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. 

You can get tapes—opaque and trans- 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


The Versatile Draftsman 


Pak material ___ 


, ee ee 1 
| vues anes CHART-PAK, INC. | 
| 5-24 River Road, Leeds, Mass. 
Please send information. 
NAME 
| oa. | 
} TITLE | 
| ADDRESS . | 
| 3 a | 
Please give the name of the local supplier 
| from whom you would like to buy Chart- | 
| 1 
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STUCK FOR A DISPLAY IDEA» 


Here’s a booklet which will stimulate your 
creative thinking on P.0.P. Displays. It’s yours for 
the asking. Read particularly the ideas presented 
on PLASTIC DISPLAYS...ULLMAN TRANSPLASTIX... 
These are new, valuable looking, clear see-thru 
plastic displays printed in dynamic process color. 
They are weather-proof for outdoor use...will not 
wrinkle or warp on a window or door and are 
wonderful for attaching to large appliances right 
at the P.0.P. Any pictorial copy reproduced perfectly. 
Sizes up to 40” x 54”. Economical in small runs. 
Instead of planning an old-fashioned display 

with expensive mounting and shipping cartons, you 
can buy a Transplastix for less money... rolled in a 
tube and delivered with lower mailing costs. 


i rans|) lastix 


Wearever Display 
Printed in & 


Men <4 0/2 ’ ullman 
) b oravure, 


SR eet Be ™ @ nC, 


7 \ < 319 McKIBBIN STREET, BROOKLYN 6, N. Y. - HY 7-3700 


A division of The Ullman Company, Inc. .. Established 1888 


FOREMOST PRINTERS IN PHOTOGELATIN AND GRAVURE PROCESSES...SPECIALISTS IN COLOR DISPLAYS ON PAPER AND PLASTIC 
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FIRST CLASS 


Permit No. 95 


(Sec. 34.9, P. L. &R.) 


BUSINESS REPLY CARD 
No Postage Stamp Necessary if Mailed in United States 


—POSTAGE WILL BE PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


CHICAGO, ILLINOIS 








NEW Subscription Order Form 


Please enter immediately my subscription to 


Advertising Requirements 


for O 3 years (36 issues) at $6 No extra for Canada or Pan 


Amer- 
[] 1 year (12 issues) at $3 ica. Add 32 @ yeor for foreign postage. 


[| Payment enclosed [] Billmy firm [] Bill me 


I a a 


Firm 
[] Home, or 
C1] Firm Address 


City 


Nature of Business 








By Harrison Young 

Marketing Director 

Better Packaging Advisory Council 
New York 


Marketing men increasingly 
recognize that under modern retail- 
ing conditions the merchandise tag 
is a selling aid of major importance. 
A survey by the Retail Research 
Council of 800 of this country’s 
leading department stores finds 
these stores practically unanimous 
in their opinion that merchandise 
tags are vital in moving goods. 

The importance of tags as a sales 
aid is greatly increased by the rapid 
expansion of self-selection retailing. 
For example, a study of the mer- 
chandising plans of the country’s 
major department stores reveals 
that 820 of these stores are shifting 
between 20% and 100% of their 
selling from clerk service to self- 
selection. 

The fact is that today there are 
very few consumer products that 
are not being offered the public for 
self-selection. And since self-selec- 
tion is rapidly replacing clerk-serv- 


ice in today’s retailing, the mer- 
chandise tag is replacing the sales 
person as the medium for present- 
ing the product’s sales story. 


> Still too many manufacturers per- 
sist in identifying their merchandise 
with tags that give scant informa- 
tion of the sort that today’s factual- 
minded consumers want and that 


progressive retailers would wel- 
come. Of 800 department store mer- 
chandise managers queried as to 
their opinion of the adequacy of 
the information on most of the tags 
attached to goods sent in by their 
suppliers, 74% said that the tags 
should be far more _ informative 
than they are. 

A check on self-selection retail- 
ing of women’s ready-to-wear 
brings to light still another weak- 
ness in tags supplied by manufac- 
turers. Despite the obvious fact that 
garments offered for self-selection 
inevitably get rough handling, this 
study of what happens to the tags 
reveals that 24% of them become 
detached. Either tougher stock 
should be used, or the hole in the 


tag through which the string is 
threaded should be reinforced with 
a patch. 

Because merchandise tags are 
such a vital factor in today’s retail 
selling and are also now assuming 
an important role in industrial mar- 
keting as well, and because many 
tags currently in use are clearly 
unsuitable for their task, both man- 
ufacturers and retailers should ask 
themselves whether the tags they 
are using meet all the requirements 
for maximum effectiveness. 


> The following check list will help 
you evaluate the effectiveness of 
your merchandise tags: 


1. Is the tag stock the most ap- 
propriate for this type of product? 

Cardboard and cloth continue to 
be generally the most suitable stock 
for tags. If the product is to be sold 
by self-service, the stock must be 
sufficiently sturdy to stand up un- 
der rough handling. 


2. Are the design and size of the 
tag such as to win a shopper's no- 
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They buy the lowest 
cost advertising you can get! 


Take full advantage of the 
effective medium your package- 
wrapped products offer. 
‘*Personalize’’ your protective 
papers with Thilco PRINT 
DECORATING like these well 
known firms do. It costs little 
more than plain papers — 
carries your brand name identity 
to vast new audiences and has 
powerful sales impact. 


MORE SALES APPEAL — Thilco 
print DECORATING adds to 
merchandising value by provid- 
ing immediate product identity, 
better sales appearance and 
simplified inventory control. 


FUNCTIONAL PROTECTION — 
Print DECORATING can be 
applied to all Thilco protective 
wrappings and bags. These 
include papers for Waterproof 
protection, prevention of 
Moisture-Vapor transmission, 
Grease and Oil penetration, 
Specialty grades and 
Decorated Krafts. 


ADAPTABILITY — Thilco 
papers lend themselves to auto- 
matic machine wrapping, 
bundling, hand wrapping, box 
covering and bag manufacture 
— come in 19 standard base 
colors from which to choose. 


Write for 
sample kit 
of PRINT 
DECORATED 
Thilco 
popers 


THILMANY PULP & PAPER COMPANY 
KAUKAUNA» WISCONSIN: 


NEW YORK + CHICAGO « DETROIT » MINNEAPOLIS « CINCINNATI 
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Macy Maswowaitt’ 
[KEMPTON | 


BOxER re SHORTS 


Typical Merchandising Tags . . 


. Tags like these attract attention, identify the brand, 


give sales points, list materials. They bring accurate, authentic product information to 


the consumer. 


tice and stimulate her 
tag’s story? 

A tag that is distinctive in size 
and form, or in both, helps to 
identify a product just as the item’s 
own physical characteristics do. But 
there is a strong likelihood that tags 
will be larger as their importance as 
a selling aid becomes better under- 
stood. Consumers appreciate help- 
ful product information. If this re- 
quires a larger tag, consumers will 
not object to this increased size. 


to read the 


3. Are the colors of the tag ap- 
propriate for the type of product 
and likely to stimulate the interest 
in the product? 

Some progress has been made in 
using color to enhance the appeal 
of merchandise tags, but the oppor- 
tunity for further experiment is 
wide open. 


4. Are the colors used equally 
effective under both incandescent 
and fluorescent lighting? 

They should be, for today mer- 
chandise may be displayed under 


| either type of illumination. 


5. Does the tag convey a pleasing 


| impression from both a long and a 
| short view? 


If the tag is not attractive from 
some distance, the shopper may 


pass it by without coming closer to 
examine it and the product to 
which it is attached. 


6. Is the manner in which both 
the product and the brand are 
identified on the tag the same as 
used in the company’s advertising 
of the product? 

Some manufacturers make the 
mistake of considering merchandise 
tags as just another staple com- 
modity, like a product component, 
to be bought by the purchasing 
agent strictly on a price basis with 
a printer suggesting the copy. 
Actually, the advertising depart- 
ment, working closely with the sales 
department, should be principally 
responsible for merchandise tags. 
The trend now is for great care to 
be exercised in creation of a mer- 
chandise tag, with a view to making 
it really distinctive in appearance. 
Such a tag can be reproduced in 
the advertising, and consumers can 
be asked to look for this tag on 
merchandise in the store as their 
assurance that the product carrying 
the tag is top quality. 


7. Does the copy on the tag pro- 
vide the minimum information re- 
quired by federal and state laws 
and local regulations? 

Manufacturers in certain fields 





are required to give full particulars 
on the type and quality of materials 
that compose such merchandise as 
mattresses and upholstery. In some 
states, product facts must be com- 
pletely spelled out on items so 
specified by law. These states and 
articles are familiar to most law- 
yers and advertising agencies. 


8. Is the product information 
printed on the tag based on a 
thorough analysis of what the aver- 
age prospective purchaser would 
like to know before arriving at a 
buying decision? 

Manufacturers will spend thou- 
sands of dollars on consumer re- 
search and then fail to use the 
results in the copy on their mer- 
chandise tags. Today’s consumers 
want facts. The traditional notion 
that “what they don’t know won’t 
hurt them” is no longer valid. If 
your merchandise tag doesn’t tell 
shoppers what they want to know 
about your product, they'll simply 
go on looking until they find a tag 
with enough facts to satisfy their 
curiosity. And the product to which 
that tag is attached is the product 
they will buy. 


Four Ways to Gain 
Impact in Tags 


@ Use metallic inks: These colors 
not only attract more attention, 
but they spell quality. Metallic ef- 
fects can be produced in silver, 
gold, copper and a wide range of 
colors such as red, green, blue, etc. 


@ Die-cutting: The die-cut tag is 
doubly effective when cut to a 
shape that is related to the prod- 
uct, a product feature, or some 
part of the sales message. A good 
example is cutting a tag for Ap- 
plesheen fabric in the shape of an 
apple. 


@ Fluorescent inks: Recent devel- 
opments now permit these glowing 
inks to be effectively applied by 
letterpress or lithography. Their 
brilliant colors not only attract at- 
tention, but help the potential buy- 
er remember the tag and its prod- 
uct. 


@ Stock: High-gloss stock also 
adds to the attention-getting value 
of the tag and to its quality feel. 
For special effects, colored stock 
can be used. It can be printed in 
a single color, yet achieve interest- 
ing two-color effects. 


(These practical hints have been 
supplied by Herbert E. Rothchild, 
president, Rothchild Printing Co., 
New York specialist in tags, who 


also furnished the list on page 106.) 


9. Does the tag have a blank 
space for imprinting the store’s 
price? 

Before 


selecting any unusual 


stock for a merchandise tag, the | 
manufacturer should assure himself | 


that the stock will readily take 
price imprint. 


10. Does the tag copy give essen- | 
material, size, | 


tial facts as to 
length, weight, etc.? 
During a recent retail survey, 
several store buyers complained 
that merchandise tags supplied by 
manufacturers often fail to supply 
complete basic information. 


11. Does the tag copy present all 
the facts a shopper would like to 
know about how to care for the 
product? 

In the case of a nylon and wool 
sweater, for example, the tag ex- 
plains how to wash the item, but 
fails to suggest the best way to dry 
it. Yet a sweater can be spoiled in 
drying as it can be in washing. 


12. Is the guarantee stated in lay 
rather than in legal language? 

Guarantees are usually drafted 
by lawyers. But legal verbiage irri- 
tates the average consumer. The 


advertising department should | 


write the guarantee and the lawyer 
approve, when it finally satisfies 
him. 


13. If any of the features of the 
material of which the product is 
made are of special advantage to 
the consumer, are these features 
and their benefits clearly stated in 
the copy? 

Some manufacturers will mention 
on a merchandise tag that the prod- 
uct contains a special material but 
fail to explain its advantage to the 
consumer. It is not enough to say 
that a skirt is 50% Dacron. The tag 
should explain that this Dacron as- 
sures the wearer that the skirt will 
retain its present stylish appear- 
ance. 


14. Does the tag suggest desir- 
able uses for the product in addi- 
tion to those certain to occur to the 
shopper? 

For example, the average young 
housewife knows that a deep frying 
pan is suitable for frying, but many 
do not know that it is also ideal for 
simmering a stew. The tag should 
tell them. 


15. If the tag mentions the prod- 
uct’s novel uses, does it tell the 
shopper how she may take ad- 
vantage of these? 

A certain wet floor mop sold in 
variety stores is equally effective 
used dry for polishing. Yet its tag 


a 


SCALD TEST 
EQUALS YEARS 
OF NORMAL WEAR 


Put your product’s label on a piece 
of the material of which the prod- 
uct is made and dip it into boiling 
water. Chances are that with time, 
the adhesive or the lettering will 
deteriorate, losing its effectiveness 
and sales appeal for your product. 
Not so with a patented Metal-Cal. 

Metal-Cals resist even the 
accelerated heat and humidity of 
many years, as shown with the 
scald test above. This is because 
Metal-Cals are made of .003” ano- 
dized, dyed and etched aluminum 
ote 

Colors stay fast because they 
are etched right into the alumi- 
num. Metal-Cal resists salt spray, 
weathering and abrasion too. 

Find out today what Metal-Cal 
can do for your product. 


Try the scald test today. See if your 
present label measures up to the per- 
manent, long wearing beauty of a 
low cost Metal-Cal. 


UAC 


METAL-CAL 
Manufactured by C & H Supply Co. 
415 E. Beach Ave., Inglewood 3, Calif. 


| am interested in Metal-Cals 
siesta 

NN ieicsiactecereien 
Street__ 


RT cacccceeeidencgeenenchensesal ales A ccs 


U.S. Patent 2,769,265 
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Project Sharp Images 
DIRECT ON YOUR BOARD 
EARNS MONEY FOR YOU ON EVERY JOB 

4 The New Model 44 
Art production costs 
drop, earnings go up, 
with an Art-O-Graph, 
Render _ illustrations; 
visualize layouts; 
“drop in’ keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. No trac- 
ings! 
10 Days FREE 
TRIAL—no — 
? ation 
reight if = 
turned. 


Write for 
folder! 


Photo was retouched and 
cutaway portion was done 
entirely by a PAASCHE V 
AIRBRUSH from an_ original 
engineering line drawing. 
PAASCHE Aijrbrushes save time 

ond increase profits when used for 
layout and finished art rendering 

as well as for highly profitable photo 
retouching. Write for complete informa- 
tion on PAASCHE Airbrushes TODAY! 


PARBSCHE s\RBRUSH Co. 


A Division of Cline Electric Mfg. ~~ 
1909 W. Diversey Pkwy + Chicago 
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fails to explain that it may be used 
this way. 


16. Will an illustration of the 
product in use give the tag added 
buying appeal? 

A swim suit displayed in January 
to catch the attention of southern- 
bound shoppers might profitably 
have on its tag a picture of a model 


wearing the suit on a palm-studded 
beach. 


17. Does the tag copy mention 
other items in the line that can be 
used with the product to which the 
tag is attached? 

The using of tag copy to sell re- 
lated items as well as the product 
to which the tag is attached should 
be further exploited. 


18. Is the tag copy simple enough? 

Some women, for example, hesi- 
tate to buy certain mechanical 
kitchen aids for fear they may find 
their use too difficult. This applies 
also to special tools designed for 
do-it-yourself home improvement. 
Skillful copy on the tag can dissi- 
pate this fear. 


19. If your product needs in- 
structions for consumer use, are 


Seven Steps to Make 


Your Tags Sales-Effective 


1. Design: Keep it simple. The tag 
is a miniature billboard. It must 
make its point in an instant. Con- 
sider the tag as related to your 
national advertising and have its 
design relate visually. This speeds 
identification and adds to retention 
value. 


2. Typography: 
must 


Readability is a 
if the fast-meving impulse 
buyer is to catch the message while 
moving down the aisle or around 
the rack. Avoid small type and type 
too delicate to read quickly. When 
reversing type or surprinting it on 
tone or color backgrounds, use a 
strong enough and large enough 
face so that fast readability will 
not be endangered. 


3. Removal: Be sure the tag can 


be easily removed. Plan it to in- 
clude string, or slots, or some spe- 
cial fastening device as required. 
Be sure the device makes removal 
easy and does not interfere with 


the over-all design or message. 


4. Unusual stocks: Remember, the 
tag may be handled quite a bit. It 
is often advisable to use a coated 


stock or a stock that can be gloss 


they written so that they are easily 
understood? 

Dresses and draperies, for ex- 
ample, are now often merchandized 
in cut-out form for the housewife 
to finish at home. The copy on the 
tag should outline the finishing 
process in a simple, easy-to-follow 
sequence. 


20. Are the directions for use of 
the product so phrased as to make 
its use seem easy and pleasant? 

In this connection manufacturers 
have a tendency to make the di- 
rection on how to use mechanical 
products too technical. 


21. Is the type of copy on the tag 
easy for a near-sighted person to 
read? 

Millions of shoppers who are mid- 
dle-aged or older have rather poor 
vision. 


22. Does the method by which 
the tag is attached to the product 
assure that the tag will remain at- 
tached under the rigors of self- 
service merchandising? 

The most common method of at- 
tachment is by means of a string 
run through a hole in the tag and 
tied to the merchandise, but a tag 


varnished. However when special 
effects are desired and either un- 
coated stocks or acetates or other 
plastics may be desired for tags, 
consult your printer before final- 
izing your plans. Ink affinity is 
one of the problems he will have 
to check for you. 


5. Stringing: When planning for 
large quantities, consult printer 
with the basic design to be sure 
you can take advantage of auto- 
matie stringing machinery. 


6. Plates: 
tags, plastic plates offer an excel- 
lent combination of quality pro- 


For letterpress printed 


duction for long runs and econ- 
omy, being cheaper than electros. 


7. Copy for printer: Even if the 
job is to be printed letterpress, the 
tag printer prefers mechanicals so 
that he can make the plates to his 
own specifications. It is always a 
good idea to show the printer the 
rough layout. He may help you 
avoid production headaches later. 
For example, if your tag is to be 
die-cut, he may notice that your 
shapes are too irregular for die- 
cutting. Or if you want a string 
tag he may remind you that the 
maximum size for string tags is 


6x10”. 





a 
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Photographic Tags . . . Using full-color 
photos of models, these striking tags 
illustrate the product, identify the brand, 
give fashion information and aid in- 
ventory control. Gang-run for economy 
by H. S. Crocker Co. Inc., Portland, 
Ore. 


may also be buttoned on to a man’s 
shirt, for example, the button pass- 
ing through a slit in the middle of 
the tag. Or the tag may be stapled 
on to the merchandise. And there 
are still other means. Whatever 
means a manufacturer uses, he 
should assure himself by test that 
the tag will remain on the mer- 
chandise under rough handling. 


23. Is the tag copy geared to cre- 
ate an impulse sale? 

When a young woman reads the 
copy on a dance frock tag, will she 
have a sensation of being more pop- 
ular if she buys the dress? Will the 
golfer reading a tag attached to a 
club see himself reducing his score 
if he buys this club? Will the 
housewife feel sure her work will 
be lighter if she buys the mechan- 
ical cake mixer whose tag she has 
just read? Psychologists tell us the 
impulse to buy is usually emotion- 
al, although it is actuated by a 
combination of facts. The facts on 
a tag should be so arranged as to 
generate an emotional buying im- 
pulse. 


24. Are the costs for the tag cur- 
rently under consideration reason- 
able in relation to the importance 
of the tag in stimulating sales? 

Many companies, in buying tags, 
err on the side of losing a sale to 
save a cent. When the vital role of 
merchandise tags in selling goods 
under today’s market conditions, 
particularly under self-service, be- 
come better understood, this whole 
question of tag expense will be 
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for neater more attractive 
indexing 


TAU 
Binders 


3 Standard Sizes 


$O-1 for 1” Ring Books 
$O-14%2 for 1%” Ring 


Books 
You'll enjoy their neat uniform appearance. $O-2 for 2” Ring Books 
Their durable metal construction will last 
indefinitely. 


Red, blue, green, black and 
—fabricated from plastic. 


2 Standard Sizes 


KK-1 for 1” Ring Books 
KK-2 for 2” Ring Books 


For proper size 

when ordering, Built-in storage space 
for ring binders, for label. 

measure diam- Clips swivel for a per- 
eter of ring. fect fit. 


They're made of Vinyl Plastic 
—will not warp or curl—will fit 


every type of open back 
binder. 


3 Standard Sizes 


PBS— 2” x 242” 
PBM—1” x 22” 
PBL—2” x 22” 


LOCKING DEVICE 
SPECIALLY TREATED 
BOTH SIDES 
They slip into position to 
lock on any size post— 
and grip firmly without 

marking. 


ON ie ee met el) ee 


Office Products Ine. 


26029 W. 8 Mile Rd. ¢ Detroit 19, Michigan 


West Coast Distributor: Arch K. Ansty Canadian Ea Le iar 
171 2nd St., San Francisco 5 Mea Ue eT es 
er ee ella) 


Territories available for Dealers and Distributors 
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@ U. S. Pat. 2480917 


CLAREPORT. 
REPORT COVERS 


WITH THE TRANSPARENT FRONT 
make a “show window’’ for more effective 
presentations, reports, catalogs, surveys, etc. 

Clareport Regular has a clear acetate front 
and a back of Strathmore Beav Brilliant cover 
stock in 9 smart colors. Free sample on request. 

Clareport Deluxe has heavier acetate front 
with rugged simulated leather back in 6 smart 
colors. Sample folder 75c. 

Both hold 11” x 81/2” sheets (special sizes 
to order). Send for Price List now! 

* Belford specializes in stock and custom- 
mace easel and presentation binders. Your 
problem solved quickly and inexpensively. 

Write Dept. A-257 — or Tel. Plaza 7-5950 


aes) 


Cc Binder Tol 


Company, Inc. 


317 West 47% si, 4) cave a é N 


Pick a Bonus 
Combination ... 


Here’s a pack- 
age deal that's 
fit to be tied 
and wrapped 
for economy! 
Combine your insertions in 
any two — or three — of 
these publications, 
© Advertising Requirements 
© Industrial Marketing 
© Advertising Age 
issued by 
Advertising Publications, Inc. 
By combining your total 
number of insertions you 
earn the best frequency 
discount for each, and the 
minimum rate-holder 
regulations apply for 
maximum economy. 


oy mg 


Requirements 


200 E. Illinois St., Chicago 11, Illinois 
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FOR FURTHER 
INFORMATION 


Check List for Better Point-of-Purchase 
Tags ... National Tag Co. 

Contains 20 facts on how to design 

tags that will sell hard on the re- 

tail floor. 

. « » for more details circle 816, page 113 
Tips on Tags .. . Rothchild Printing Co. 

Pocket-sized reminder, with illustra- 

tions, of the tasks tags can, and 

should, do for you. 

. . . for more details circle 817, page 113 
If You Could Only Be at Every Point- 
of-Sale! . . . Dennison Mfg. Co. 

The eight functions of 

labeling. 


. . . for more details circle 818, page 113 


informative 


looked at differently from the way 
it is at present. 


An Ode to... 


Labels Serve Business 
In Variety of Functions 


Lest there be anyone left who 
regards a label as no more than a 
blob of paper born to bear address- 
ing information, or a tag for price 
and product data, the following list 
reviews just a few of the different 
types of labels, and the many func- 
tions they can serve in business. 


Outserted 
Leaflets 


This rather revo- 
lutionary concept 
in labeling actually 
takes the package-stuffer leaflet, 
coupon or contest entry and makes 
it an out-going tag chock-full of 
interesting information for the con- 
sumer. 

While it was once a tedious and 
costly hand-operation, a new out- 
sert applicator from Pfaudler Co., 
Rochester, N.Y., enables outsert at- 
taching at rates up to 220 containers 
a minute. 

The compact size of the machine 
(four feet square) enables it to fit 
almost any production line, and the 
machine is capable of outserting on 
any cylindrical container of glass, 
metal, plastic, or paper that has 
dimensions ranging from 25%” to 
744” in length and 1%4” to 6%” in 
outside diameter. 

Additional information on the 
Pfaudler outserting applicator is 
available. 


- . « for more details circle 832, page 113 


Cartoon 
Labels 


For that touchy 
collection letter, or 
error explanation, 
Allen Hollander Inc., has issued a 
series of gummed labels that fea- 
ture humorous cartoons and catchy 


25. How can effective merchan- 
dise tags be developed? 


They should be developed joint- 
ly by a company’s top merchandis- 
ing and advertising talent in co- 
operation with the representative 
of an established tag manufacturer, 
for tag production has become a 
highly specialized form of manu- 
facturing. This sort of cooperative 
effort should result in a tag that 
will sell the goods via self-service. 


> Every manufacturer and retail 
merchandiser should assure himself 
that the tags on his merchandise, in 
their material, design, color, layout, 
copy and typography are likely to 
attract favorable attention from 
shoppers, to stimulate their interest 
in the products displayed and to 
arouse their impulse to buy. q4 


captions guaranteed to take the 
sting out of delicate situations. 

Not only are the labels business 
“life-savers,” but they are also re- 
ported to be money-savers since 
they cut down on the cost of cor- 
respondence. 

The cartoons used in the label 
series were created by Max Gwinn, 
nationally known cartoonist. 

Samples are available. 


. . « for more details circle 833, page 113 


Custom-Design 
Transfers 


Sales - boosting 
transfers from the 
Meyercord Co., 
Chicago, these “Elasti-Cals” can be 
obtained in any custom design, any 
color combination and any size. 

A highly entertaining and salable 
application of these transfers is seen 
in those designed in the image of 
the “small-fry’s” hero, Mickey 
Mouse, and applied to the Servus 
Rubber Co.’s line of children’s can- 
vas tennis shoes. 

The transfers are applied in this 
particular case by applying heat to 
the canvas pieces before they are 
bonded to the rubber soles. The 
transfer is placed face-down in po- 
sition and then the canvas is 
fed between revolving heat-treated 
rollers. 

Additional details on Elasti-Cal 
transfers are available. 


for more details circle 834, page 113 


Product 
Protection 


Ordinary pressure- 
sensitive type la- 
bels are proving 
the answer to the Copper & Brass 
Research Assn.’s efforts to prevent 
the representation of plated items 
as solid brass or copper. 

The labels are triangular in shape 





MADE IN U.S.A 


solid 
brass 


MADE IN U.S.A. 


Label Protectors . . . Triangular labels 
are major part of Copper and Brass 
Assn.‘s program to keep plated articles 
from being sold as pure copper or brass 
products 


and copy on them states “Solid 
Copper” or “Solid Brass,” “Made in 
U.S.A.” and a reproduction of the 
“ankh,” the ancient graphic symbol 
of copper. 

The association will distribute the 
labels free of charge to manufac- 
turers of products consisting mainly 
of copper or brass. 


Protection plus Visibility 


The labeling program was de- 
cided upon because of numerous 
and recurring complaints that in- 
ferior plated products were sold 
under the guise of solid brass or 
copper. 

Additional information on the as- 
sociation’s labeling program is 
available. 

- + » for more details circle 835, page 113 


Packaging Experts to 
Assemble in Chicago 


With 375 exhibits of materials, 
machinery and equipment on dis- 
play at the Amphitheatre, and 
speakers, symposia and panels at 
the Palmer House, April 8-10 will 
be a busy time for the nation’s 
packaging men. Sponsored by the 
American Management Assn., this 
will be the 26th in its series on 
packaging. 

Opening speaker of the confer- 
ence will be A. C. Nielsen Jr., exec. 
v.p., A. C. Nielsen Co., Chicago, 
who will present an analysis of 
packaging’s dominant position in to- 
day’s consumer market. Case his- 
tory presentations will be given by 
panels from H. J. Heinz Co., Pitts- 
burgh, and Bendix Aviation Corp., 
South Bend, Ind. 

Highlight of the exhibit will be, 


for the first time at any industrial 
exposition, a complete production 
line of aerosol packaging. 

With the conference sessions held 
in the mornings only, visitors will 
be able to attend both events. 44 


New Process Nameplates 
Adhere Without Fasteners 


Information on new-process 
nameplates that can be permanently 
bonded without the use of fasteners 
is available from North Shore 
Nameplate Inc., Bayside, N. Y. 

The nameplates, called “Therma 
Cals,” are of anodized, etched alu- 
minum foil with a special adhesive- 
backing. They can be permanently 
bonded, according to the company, 
to any surface whether it’s curved, 
painted or crinkled, with either a 
solvent or heat application method 
that takes but a few minutes. 

Available in a variety of colors, 
designs, and type styles, the name- 
plates are reported to be saving in 
time, trouble and installation, and 
to be exceptionally durable. 

The illustrated literature de- 
scribes the necessary steps in both 
the solvent and heat application 
method. 

. . . for more details circle 836, page 113 


BUSINESS&Q 


A new package for a new 
item—a phonograph pick- 
up for Electro Voice, Inc. Holds 


all parts together and protect: 
them. Pressure formed 
transparent cellulose 


acetate cavity. 


Paver Package (ompany 
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Fiyfewei Stuteed for 


Services and Supplies 


Hand-Lettering 


LON 


for hand lettering!” 


Rapid Film-Lettering All Styles! 
No Minimum! FREE Specimen Book! 
RAPID TYPOGRAPHERS, INC. 


305 East 46th Street, New York 17, N. Y. 
MUrray Hill 86-2445 


*TO ANY SIZE YOU WANT! 
Order from Style Book AR— on request. 
Delivery anywhere in the U.S.A. 
Specialties 

TO $-T-R-E-T-C-H EXECUTIVE TIME 
and for all who work on a schedule and can’t 
afford to miss the deadline . . . use this desk- 
eo JUMBO PLANNING CALENDAR: one 
7” x 22” sheet for each month with a large 
2%," square box for each day te give you 
plenty of space to write your commitments 
and make notes ... to help you plan your 
time in advance. Also on same sheet small 
calender of preceding and following month. 
Supply limited! Send $2.75 for one, $10 for 
five or $20 for a dozen JUMBO CALENDARS to 
COLORTONE PRESS, Creative Lithogra- 
phers & Photo-Typographers . . . 2412- 
24 17th Street, NW, Washington, D. C. 


BASEBALL THEME items for 
conventions, letter gadgets, 
premiums, etc. 


FREE from Organization 
Services, Inc., 10200 Grand 
River, Detroit 4, Michigan. 
WEbster 3-9219 


Tape Duplication 


SEND YOUR PERSONALITY ALONG 


Speak simultaneously to all salesmen, distributors 
regardless of number or locale, for less than $1 per 
hour per branch via our tape duplication service 
Any number of branches in USA covered in 48 
hours. Full facts from- - 
RECORDED PUBLICATIONS LABS 
1544-1556 Pierce Ave., Camden 5, N.J 
WOodlawn 3-3000 WAlnut 2-4649 


Agency Wanted 


WANTED 


Advertising Agency to handle Publication 
and DM advertising for established New 
York graphic arts house which sells na- 
tionally. Budget: $30,000 annually. Write 
Box 29, c/o Advertising Requirements, 200 
E. Illinois St., Chicago 11, Ill. 


Color Prints 


BRILLIANT/ (> ACCURATE/ LOW IN COST/ 
GEM Color—TOP QUALITY letter- 
press ing at LOW COST for 
runs of 100 to 10,000. Reproduced 
from Ektachrome or art copy. All 
color proofed. DELIVERY in 2-3 


Genes. Free sompies. 
Terre accra |e Pa 


MILWAUKEE 4 
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Help Wanted 


MANAGER, SALESMEN OR THOSE WITH AT 
LEAST FIVE YEARS EXPERIENCE IN THE ART 
MATERIAL OR DRAFTING FIELD. LOOKING 
FOR MORE MONEY AND A BETTER PLACE? 
WE'RE LOOKING FOR YOU. CONTACT US 
OR COME SEE US AND BE CONVINCED. 
LET'S TALK IT OVER. 


ART MATERIALS INC 
{incldg silk screen supplies) 


10-63 JACKSON AVENUE LONG ISLAND 
CITY 1, N. Y. 
RAvenswood 9-7306 


P.O.P. Display 


SCULPTURAL PROMOTIONS, INC. 


No mold charges 
for smart sculptured P-O-P 
long and short run 


bs 
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Product Promotion 


Supplement your ad campaign with a 
proven method for Product Promotion. 
Saturate a tremendous consumer audience 
thru RADIO & TV GIVEAWAY SHOWS. 
Products placed on Los Angeles, Regional 
& National contest shows AT LOW COST. 
Write Roberts & Gail, 5880 Hollywood 
Bivd., Hollywood 28, Calif. 


Copytitting Aids 


DANG 30M vy oe cpceinen s 


SPECIMEN SHEETS 


SMOOTH OQUT:"Y?E SELECTION - Copy FiTTING 


SPECIFYING - PURCHASING 
senp FOR 


{ 10 pt. Century School book 
A SAMPLE SERIES (12 pt. Futura Medium 


SERIES — 13 PAGES BELEDSEU MR let) 31 4 be 
SR Bre melee CINCINNATI 6, OHIO 


Stock Art 


| AND ILLUSTRATIONS © 
ie FOR FAST LAYOUTS 
There’s nothing like the monthly Clipper for 
fast layout in emergencies. BIG NAME firms 


that you know depend on the Clipper for Clip- 
Art. Free sample. No obligation. Address... 


MULTI-AD SERVICES, INC. 
Box 806N, Peoria, Illinois 


(ready for the offset camera) 


READY MADE LAYOUTS for 
1 & 2 Color Catalog Sheets & Circulars 


TO USE: simply paste-up your Type Proofs & 
tiustrations in the blank spaces * « 
1,000s of LAYOUT VARIATIONS POSSIBLE by 
changing position of Layout Components (re- 
verses, bendays, boxes, etc. . .) 


SAMPLE KIT . . $1.85 . . . FLEXIBLE LAYOUTS 
201 West 89th St., New York City 24 





Engravings 


: | PIXUR COLOR 


Life, Post and others 
demand precision process 
color plates. Our superb 
Color Plates pass all rigid 
tests and reduce plate 
costs for you as well. 


Save 2 usual plate costs 
with our picture color 
process. Not exactly true 
to copy but an excellent 
color picture. Ideal for 
most purposes. 


STAFFORD ENGRAVING CO. 


229 N. PENN. ST. « INDIANAPOLIS 
Color Slides 


35MM. COLOR SLIDE DUPLICATES 


91 cents each — (12 Minimum per scene) 
Made from any size original transparencies 
up to 4 by 5 inches. 


Samples. Free test run offer. 
Write 


WORLD IN COLOR PRODUCTIONS 
Box 392-A, Elmira, N.Y. 


Advertising Services 


ipa RSS ry 
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MANY-PURPOSE 


STORAGE CABINET 


25 drawers for systematic 

storage of valuable art work, 

engravings, blue prints, etc. 
Write for catalogue. 


FOSTER MANUFACTURING CO. 
13th & Cherry Sts., Phila. 7, Pa. © LO 8-2166 


Type Fonts 


VARITYPER FONT SALE FREE TRIAL! 


Use your varityper’s full potential 


More effective copy by choosing the right type. 
Top performance, yet only 6 for $49.50, 3 for 
$29.50, single, $12.50 (would be $30.50 each 
new) ‘While the supply lasts’ basis. Get our List. 
Varitypers from $175. 1 yr Guar. AL4-3230 


ADAMM CO., 656 Broadway, New York 12, N.Y. 


Woodcuts 


! Your source for outstanding 

| WOODCUT illustration. 

Specimen prints and 
complete information 

|. upon request. 


THE SANDER WOOD ENGRAVING CO., INC. / 542 S. DEARBORN ST. / CHICAGO S 





801/Circle on Readers’ Service Card 
Suitcase Exhibit 

- @ leaflet from Dell Displays Inc., de- 
scribes a folding exhibit. (Page 40C) 


802/Circle on Readers’ Service Card 
Screen Selection 

. . » Radiant Corp.'s booklet gives pointers 
on projection screen shopping. (Page 96B) 


803/Circle on Readers’ Service Card 
Film Formula Booklet 

. . . Telefilm offers a formula for producing 
low-cost business films. (Page 96B) 


804/Circle on Readers’ Service Card 
Mailing Lists 

. . » McGraw-Hill Catalog covers over 170 
business and industry categories. (Page 84) 


805/Circle on Readers’ Service Card 
Buckley-Dement Bulletin 

. over 13,000,000 prospects in a variety 
of categories are listed. (Page 84) 


80G/Circle on Readers’ Service Card 
Addressing Booklet 
. . Weber Marking Systems describes 
seven methods for fast addressing. 
(Page 84) 


807/Circle on Readers’ Service Card 
Envelope Catalog 

. . . Direct Mail Envelope Co. lists a vari- 
ety of envelopes, mailers, etc. (Page 84) 


808/Circle on Readers’ Service Card 
Direct Mail Film 
. a folder from Eastman-Kodak de 
scribes a direct mail training film. 
(Page 84) 


809/Circle on Readers’ Service Card 
Duplicating Booklet 

. . . Art Mimeo & Letter Service describes 
several duplicating methods. (Page 84) 


810/Circle on Readers’ Service Card 
Emergency Guide 

. . . Displayers Inc. offers a show service 
guide to exhibitors. (Page 84) 


811/Circle on Readers’ Service Card 
Statmaster Booklet 

. this booklet describes an all-in-one 
stat camera-darkroom. (Page 86) 


812/Circle on Readers’ Service Card 
Premium Labels 

. Allen Hollander offers samples and 
details on Dutch-design labels. (Page 85) 


connor 


Use these return cards 
for your copy of publications 
mentioned on this page 
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* Send for these free helpful selling tools 


813/Circle on Readers’ Service Card 
Wooden Nickel Folder 


- Wendell-Northwestern Inc. lists a 
variety of wooden nickel premiums. 


(Page $3) 


814/Circle on Readers’ Service Card 
Day-Glo Papers 

- a sample folder from Crocker shows 
the available color range. (Page 65) 


815/Circle on Readers’ Service Card 
Copy-Caster’s Kit 


. . « Service Typographers Inc. offers ad- 
men a helpful work package. (Page 65) 


816/Circle on Readers’ Service Card 
Tag Check List 


. » . National Tag lists 20 facts on design- 
ing hard-sell tags for retail. (Page 108) 


817/Circle on Readers’ Service Card 
Tips on Tags 

. @ leaflet from Rothchild Printing de- 
scribes the proper spot for tags. (Page 108) 


Readers’ Service Dept. 


9904 


Please have the following sent me: 


801 802 803 804 805 806 
807 808 809 810 811 812 
813 814 815 816 817 818 
819 820 821 822 823 824 
825 826 827 828 829 830 
831 832 833 834 835 836 
837 838 839 840 841 842 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicage, Mil 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 


$18/Circle on Readers’ Service Card 
Dennison Booklet 


. . . details on eight jobs that properly 
designed labels can do. (Page 108) 


819/Circle on Readers’ Service Card 
Combined Type Booklet 

. . . Berthold and Amsterdam offer unified 
prices and type showings. (Page 62) 


820/Circle on Readers’ Service Card 
Venus Light Condensed 

. @ type showing on the Bauer Venus 
series lists a new slender Gothic. (Page 64) 


821/Circle on Readers’ Service Card 
Cello-Tak Catalog 

. . samples and details on a large vari- 
ety of available shading films. (Page 64) 


822/Circle on Readers’ Service Card 
Craftint Handbook 

. this catalog features 78 versions of 
self-adhering Craft-Type. (Page 64) 


*Please print or type information below 


NAME 

TITLE 

COMPANY 
PRODUCTS SOLD 
ADDRESS 


CITY & ZONE 


*Note: inquiries for items listed 
not serviced beyond July 15, 1957. 
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%& Send for these free helpful selling tools 


Readers’ Service Dept. 


9904 


Please have the following sent me: 
801 802 803 804 805 806 


807 808 809 810 811 812 





813 814 815 816 817 818 


819 820 821 822 823 824 
825 826 827 828 829 830 
831 832 833 834 835 836 
837 838 839 840 841 842 





823/Circle on Readers’ Service Card 
Sensitized Paper 
. . . Filmotype Corp. offers details on its 


new sensitized paper. (Page 64) 


824/Circle on Readers’ Service Card 
Flat-Bed Copier 

. Photocopy Equipment Co. offers de- 
tails on its “Panel-Lite’ copier. (Page 97) 


825/Circle on Readers’ Service Card 
Period Ilustrations 

. a folder from Mercury Archives shows 
illustrations of other periods. (Page 98) 


82G6/Circle on Readers’ Service Card 
Americana on File 

. . « Visual Discoveries offers a specimen 
sheet and details on its service. (Page 99) 


827/Circle on Readers’ Service Card 
Meeting Master 
. . @ self-contained speaker's stage is 
described in the Jam Handy folder. 
(Page 70) 


BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 4.9, P. L. & B., Chicago, Ill. 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, Ill. 
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828 /Circle on Readers’ Service Card 
Glowing Speeches 

. . - Ultra-Violet Products describes its line 
of fluorescent chalks and Blak-Ray lamp, 
available for glowing speeches. (Page 71) 


829/Circle on Readers’ Service Card 
Ghost of a Chance 
. . . a 12-minute color film on shock ab- 


sorbers — narrated by a slightly trans- 
parent ghost — is described by Video 
Films. (Page 73) 


830/Circle on Readers’ Service Card 
Typewriter Film 
. . a Remington Rand folder describes a 
film on the uses of the typewriter. 
(Page 73) 


831/Circle on Readers’ Service Card 
Martin-Yale Folder 

. a folder describes the improved model 
of the Premier Auto-Folder. (Page 83) 
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832/Circle on Readers’ Service Card 
Outserting Applicator 

. « « Pfaudler Co. describes a machine that 
handles 220 containers a minute. 


(Page 108) 


833/Circle on Readers’ Service Card 
Cartoon Labels 
. Allen Hollander offers samples of 
humorous labels for correspondence. 
(Page 108) 


$34/Circle on Readers’ Service Card 
Custom-Design Transfers 

. . » Meyercord describes its custom-made 
“Elasti-Cal” line. (Page 108) 


835 /Circle on Readers’ Service Card 
Labeling Program 
. . . The Copper & Brass Research Assn. 
describes its protective labeling. 

(Page 108) 


836/Circle on Readers’ Service Card 
New Process Nameplates 

. North Shore Nameplate Inc. offers 
details on aluminum-foil tags. (Page 109) 


837/Circle on Readers’ Service Card 
Tips on Catalogs 

- marketing efficiency through catalog 
use is offered by Sloves. (Page 33) 


838/Circle on Readers’ Service Card 
Catalog Covers 
- - Coast Book Cover Co. describes a 
screen process method for catalog covers. 
(Page 34) 


839/Circle on Readers’ Service Card 
Hand-Binding 
. do-it-yourself plastic binding is cov- 
ered in a Plastic Binding manual. 
(Page 34) 


840/Circle on Readers’ Service Card 
Portable Puncher 
- a booklet from Cummins-Chicago 
Corp. describes a portable puncher. 
(Page 34) 


841/Circle on Readers’ Service Card 
Easter Promotions 

. « « Pollack Poster Print Inc., offers imfor- 
mation on Easter materials. (Page 54) 


842/Circle on Readers’ Service Card 
Easter Egg Decals 

. . » Meyercord offers samples of its new 
Easter egg decals. (Page 54) 


pect 


Use these return cards 
for your copy of publications 
mentioned on this page 





vouns wero ev VOU Handshake 


YOU'RE JUDGED BY your printing 


Ts your handshake listless or vigorous? Casual 
or friendly? The first impression your handshake 


makes sometimes affects a person’s judgment of 


you for a long time. And what’s true of handshakes 
is true of printed sales helps. They often reflect the 
character of your company. 

A company makes a good first impression on its 
prospects when it sends out superior printed pieces 
on high quality paper. When your printing dis- 
closes respect for your prospects, they will respect 
you in return. High quality printed pieces win 
friends. They stay on the job. They often pass 


from person to person, selling as they go. And 


~ 


they stimulate priceless word-of-mouth publicity. 
Team up with aGOOD printer. Your printed 
pieces will look their best if you consult a good 
printer at the very start of a job. When you call 
him in early, he can save you time, effort and 
money. He knows how to deliver printed pieces 
that attract favorable attention to your business, 
enhance your reputation and increase your sales 
And he'll probably specify Warren’s High Stand- 
ard Printing Papers for your jobs. He knows 
Warren’s produces top quality printing results. 
S. D. Warren Company, 89 Broad Street, Boston 1, 
Massachusetts. 


Een 


tie 


Warren's printing papers 
(rich stanoaro } 
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makea 
good impression 





- IDENTIFY 


SERVICE 


* the point of purchase... 


this is where buyers 

meet your products head-on. 
Get the best locations. Give your 
product every competitive 
advantage it deserves 

and needs, to cash in on all 
your other advertising 

up to this point... 

Display it First Class in 

AMDCO Quality METAL Displays 
for First Class results . . . 


DISPENSE 


DEMONSTRATE 


Call or write A. M. Deeco. Find out 


how other big sellers do it... fos 
evcnnsnes 
Ma: 
lirenr 
C.. 


Complete Design & Engineering 
Cm acs ma tts 
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CHICAGO 50 - 4624 W. NINETEENTH ST + BISHOP 2-1242 » NEW YORK 10+ 2 E. TWENTY-THIRD ST + ALGONQUIN 4-1295 





